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HE centrifugal method of drying clothes has long been 
recognized as an improved and advanced method. Price 
is the only thing that has retarded sales of wringerless washers. 


As pioneers in the development of the wringerless washer, 
Apex now takes a step ahead and reduces prices to a point 
where Apex Wringerless Washers can compete on an 
even basis with the better grades of wringer-type machines. 


In completeness of the line, range of prices, quality of product, 
profit-margin, exclusive features, beauty of design, and 


The Apex 
efficiency, Apex Wringerless Washers now lead the industry. $16 Deluxe | 
At their new, low prices they are being purchased in daily Wringerlers — 


increasing numbers. Scores of retailers who never before Washer 


sold wringerless washers have added the Apex Line and 


achieved quick, profitable results. So can yew for here is The S16 is the finest, most complete unit of home laundering equip- 


a real opportunity to— ment ever built. Washes, blues, rinses, sterilizes, and dries for the line. 
| 


Increase your unit sales 
Step up the average price per unit 


Greatly increase your net profits. 


New, grounded filler hose 
prevents shock from short 
circuits. Standard equipment 
on Models S15 and $16. 


There's a lot more to this story, of course! For full information 
address a postcard to 


APEX ROTAREX CORPORATION, Cleveland, Ohio 


Subsidiary of The Apex Electrical Manufacturing Company 


The ApexS15 White Tub Wringerless Washer. 
At the new low price, an outstanding value. 


Left:the Apex- 
Rotarex S14 
Wringerless 
Washer. Now 
priced lower 
than many 
wringer-type 
models, A re- 
markable Exclusive Apex Double Dasher 
value that —washes a few garments at 
“brings them low water level as efficiently 
iu.” as a whole tubful. 


In Canada 


THE ROBERT MITCHELL CO., LTD. 
Montreal, P. Q. 


West of Denver 


APEX ROTAREX MANUFACTURING CO., 
Oakland, California 


CLEANERS 


APEX STRAIGHTEN YOUR SALES CURVE WITH AN APP 
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4 laundry interests are not 
fooling. Following on the Kan- 
sas City campaign in which the 
laundries made a bare-handed at- 
tack on the washer business, the 
American Laundry Machine Co. 
ran a double truck in the Saturday 
Evening Post of October 13 and a 
second in the issue of November 
10. Both these dominating spreads 
of advertising carry the testimon- 
ials of laundry customers who en- 


once so potent in gathering the sales 
and the dollars. The army has been in 
a state of progressive break-up because 
the foot soldiers couldn’t be paid. This 
was the reason why in Kansas City last 
summer the laundries were able to an- 
nounce that they had made heavy in- 
roads on washer sales. It was not so 
much the affect of an advertising cam- 
paign; it was the affect of a well di- 
rected selling campaign which met with 
no sufficient sales opposition. The sales 


this great institution is to sell entirely 
for cash. Price is an important feature 
of Macy advertising and prices are cut 
on advertised products. This is the store 
that originated the slogan, “It’s smart to 
be thrifty.” The keen merchandising 
minds that have built this highly success- 
ful business have come to the conclusion 
that there are sales potentialities in their 
customer’s homes, for Macy has adopted 
outside selling of electrical appliances. A 
corps of salesmen are going owt to sell 


e. a forces of the Kansas City electrical trade refrigeration. And to sell for cash. Here 
dorse the service as both satisfac- were selling refrigeration last summer. again it is not only that refrigeration is 
tory and economical. x The reason why dealers concentrated on popular that causes it to be chosen as leader, 

*\ It is said that not only will na- refrigeration and let washer business but because price levels are such as to 
tional advertising continue to per- slide was not alone that the hot weather sustain the cost of the operation. 

= suade the housewife to send her brought an increased opportunity. Hot 
washing to re laundry, 0 oo weather gives the washer salesman an 
local drives following on the Kan- increased opportunity also. But dealers 

¢ sas City plan are tying in with the —_ and salesmen turned to refrigeration be- MANUFACTURERS 

t advertising to capture this busi- cause it sells in units of $100 and up. ae a, 

t ness. There is a dollar margin in the refriger- The Macy decision to go outside the 

ator business to pay for the work. store for appliance business is of far- 
reaching importance. Macy practice is 
closely studied and much copied by other 
COMPETITION merchandisers. They are by no means 
PRICES the first of department stores to adopt 
On the face of it and from experience this method. There are many outside 
developed so far, this is a more serious There is a general agreement that selling operations now being conducted 
threat to the sale of washers than the washer prices should be raised. Obvi- by department stores. But for many 
laundry owners’ cooperative campaign of ously they should. And the introduction merchandise managers hesitating on this 
a few years ago. More serious because of new specialty models provides a jus- matter the Macy example puts the okay 
the advertising is supported by an ac- tification for the higher prices asked. on outside selling as good department 
tive and well-planned selling drive. The But forces within the industry have con- store practice. — 
laundry interests have taken aeselling tinually depressed the price level on the If, as we believe, this means that de- 
lesson from the washer men. They have competitive types. We have apparently partment stores will lead in a return to 
adapted the specialty sales technique and got to face the continuance of an un- outside selling on washers, it also means 
are holding sales schools, pep meetings, profitable base price for a stripped down that the advertising done by the stores 
contests for the laundry delivery men, washer. But it is certainly folly to con- will have to be on the specialty types of 
er turning them into neatly uniformed, centrate selling on these models. washers at higher prices. Such adver- 
at courteous, persistent and effective sales- The concentration of selling on the tising and selling will tend to establish 
tly men. This is where the rub comes. The low priced lines has been due to chain, better conditions and draw the main body 


washer market was built by selling at 
the back door. Millions of washers were 
sold at profitable prices because sales- 
men demonstrated to the prospect in her 
own home that the electric washer was 
the most economical, easy and sanitary 
means of solving the laundry problem. 
But the housewife hasn’t seen much of 
the washer salesman lately. She is now 
seeing regularly the laundry solicitor and 
what is more, she is listening to his well- 
prepared story. 


SELLING 


The washer trade is not in the best 
possible condition to meet this attack 
on its market. The downward price 
movement in washers has pretty well 
wrecked the sales organizations that were 


furniture and department stores. These 
important outlets advertised price. Sales 
people in these departments due to in- 
adequate training did little to trade up 
the customer. The real ray of hope in 
this situation is the recognition by im- 
portant department stores that the washer 
business, as they have been running it, 
is unprofitable. Washer price bait no 
longer pulls. The alternatives which 
leading merchants are studying to apply 
are better trained salesmen, better dis- 
play of specialty models and most prom- 
ising of all, the adoption of outside selling. 


MACY : 
R. H. Macy & Company, New York, 


is the country’s number one department 
store in point of sales. The policy of 


of dealers back to specialty washer sell- 
ing. When and if this comes about, the 
laundries will be met by an affective 
competition. In the meantime, the washer 
manufacturers have a problem on their 
hands. Their business is under fire by a 
better organized industry than their own. 
If they cannot get action through asso- 
ciation to meet it they will have to meet 
it individually. 
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% If Frigidaire dealers were to be appointed 
simply for the sake of getting more outlets, 
Frigidaire could have many times the deal- 
ers it has today. 

But Frigidaire believes in giving more 
than the usual factory cooperation to every 
dealer appointed—and that every dealer 
should be of the type who can benefit fully 
from the help we give him. 

We want only the dest of dealers. And 
the best of dealers want only the best in 
electric refrigerators. So it is the most 
natural thing in the world that Frigidaire 
and the leading electric refrigeration deal- 


WORLD’S 


MOST 


ers of the country should work together. 

They do. And in more ways than one. 

We give each dealer assistance in train- 
ing salesmen in successful methods of 
specialty selling. We give him promo- 
tional ideas and merchandising plans that 
are worked out to fit his own particular 
needs. We give him the support of strong 
national advertising. We prepare copy 
and cooperate with him on local advertis- 
ing that expresses his own personality. 
And—above all—we give him the benefit 
of an arrangement that enables him to 
make real profits. 


Frigidaire’s sales program for 1935 will 
soon be complete. 

It will embody all the principles that 
have proved sound in the past—and a few 
surprises as well. 

If, like General Motors, you have “an 
eye to the future—an ear to the ground” 
—if you want to go along with a com- 
pany that expects to go places next year 
—now is the time to start. 

A letter will bring you complete infor- 
mation at the earliest possible date. Write 
Frigidaire Corporation, Subsidiary of Gen- 
eral Motors Corporation, Dayton, Ohiv. 
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VER’ HOPWOOD had a line 
in one of his plays to the effect 
hat “when a man loses interest, 
sor gir! loses her capital.” 

in similar fashion the waning interest 
the department store may be said to be 
ecting washing machine manufacturers. 
erious, because department stores were 
e redhot in their attention to washer 
sibilities, and rolled up an immense 
lume of business. Take, for example, 
of America’s leading department 
res. No institution in America ever 
¢ the washing machine a better play. 
ck in 1926 it moved its electrical de- 
tment from the eighth floor to a 60 ft. 
aad floor location. Some 3,000 sq.ft. 
floor space was devoted to electrical 
jiances. That year electrical sales, 
mipally washers, passed the $600,000 
tk. Significant, too, was the fact that 
business was obtained at a cost of 
than 15 per cent for selling, servicing, 
ertising, management and overhead. 
Today this store’s management has 
fit to move the electrical department 
kto the eighth floor and place it un- 
housewares. Total washer sales for 
last twelve months ran about $18,000. 
thing machines no longer even domi- 
the electrical display. 


Department Store Executives 
Change their Minds 


hat has caused this department store 
am to other merchandise, after giving 
hing machines possibly the most 
fous promotional advantages? What 
the opinions of its executives? What 
tions can be drawn from their prac- 
experience that will permit washing 
tine selling in department stores to 
tvamped and revitalized? 

ere is their reply: The mission of a 
fiment store is to distribute goods to 
masses. It has not the time to pioneer 
lucate. When the public has become 
uinted with any article, when the 
ponary work has been done, the de- 
ent store is in a position to step in 
listribute economically at popular 


teen years of specialty selling had 
uced a reservoir of prospects ready 
yill the washing machine when this 
us American department store first 
hed its aggressive campaign. The 


hat was to bring the customer to the 
tT instead of taking the washer to 
few ustomer, and the attraction that 


eit him in was a bargain figure. 


ht Exhausted As Drawing Card 


an 
q” ce today is no longer a drawing 
n executives declare. The cycle has 
>m- run. Washers are now at a level 
¢ reduced figures bring in no cus- 
year ’. There is a deadly similarity in 
olered and a dearth of merchandis- 
Plans and features. Present day 
for- ing machines are being carried about 
other departments carry sugar or 
‘sa necessity, but uninteresting to 
‘ore. This comparison between 
ts an’ staples is not quite fair. For 


hic. Tecognized now that washing ma- 
are specialty merchandise, and 
pt be p»omoted on the same basis as 


nd pas. A chance exists they may 
put of ‘he department store picture 
ther, 


low price level of today is not 

‘ve t the department store. For 

ing & cutives are not able to make 

active proposition to the salesmen. 

‘ling vashers have to have a com- 

"around 10 to 12 per cent on ma- 

Price. at $59 if they are to make 

OR oney nd this can scarcely be ar- 
present conditions. Com- 

.'S Of “ per cent on machines up to 

Per ent up to $100, and 74 on 

O BPs ove that will not give salesmen 
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a chance to make money. How can the 
department store build up a specialty sales 
group capable of working both outside 
and inside when the income is not there? 
Suggested prices for an ideal line would 
be as follows: $49.50; $59.50; $69.50 
and $89.50 on wringer machines. 


Little Difference Between Models 


The next real difficulty, aside from 
prices, lies in the lack of difference be- 
tween price levels. There are too many 
models all too similar to permit the sales- 
man to trade the customer up. 

Summing up, these things are neces- 
sary if the washer field is to recover its 
position in the department store scheme 
of distribution : 

1. Redesign machines in a manner that 
will get the public’s mental association 
away from low pirced models. Something 
striking in design and features is neces- 
sary. 

2. Get greater distinction between each 
price level by means of new features 
which make the mark-up obvious. 

3. Organize the washing machine in- 
dustry to end abuses. Washer manufac- 
turers today are not selecting their 
dealers. By letting Tom, Dick and Harry 
carry the lines, it is natural that a lot of 


By Tom F. Blackburn 


Harrys with small investments be satis- 
fied if they get a $5 bill over and above 
wholesale. This acts to demoralize the 
washing machine business. All this is 
unnecessary. In both the gas stove and 
refrigeration field steps have been taken 
by code and other regulations to curb such 
abuses. For example, a gas range is sold 
only through two department stores in 
this city. With responsible distribution 
of this sort, manufacturers can assure 
their dealers a profit. 


Other Appeals Possible 
Besides Price 


It is quite possible for a department 
store to do a satisfactory business on a 
line without resorting to price appeal. 
There exist other means of getting 
traffic. The home wares department is 
the natural place for a woman to go to 
when seeking improvements for her 
home. Cooking schools, demonstrations 
and shows of the kind made available by 
several manufacturers are among the 
means a department may use to get the 
public interested. The department store’s 
reputation gives great prestige to a 
brand of merchandise. A big store can 
carry sufficient stock to offer a wide 
selection the shopper demands. Last, the 


The RETREAT FROM MOSCOW 


Napoleon, brooding and with a hand 


in his bosom, could be a composite picture of department 


store washer buyers these days. 


The emperor's thrust of his grand army 
toward Moscow can be compared with the price drive begun 


in department store washer departments eight years ago. 
The campaigns are alike—excitement, newspaper headlines, 
glory. Confusion—and in the end, defeat. 


For both campaigns were unsound. The 
snowy winter doomed Napoleon, and loss of profits 
sounded the ultimate knell of the department store price 


cutters. 


The retreat from Moscow has begun for 
washing machine buyers. Can he skillfully withdraw from a 
price cutting position to one of sound merchandising? Can 
the department store beat its way back to a profitable opera- 
tion? The future of even his job is at stake. 


Four prominent department store men 
speak frankly in this article on how they think it can be done. 


department store collection facilities are 
usually the best in a city. 

Department store facilities offer defi- 
nite advantage to the washing machine, 
even on a different basis than has pre- 
vailed in the past. 


Another Department Store 
Viewpoint 

“Washing machine manufacturers of 
today are in grave danger of experiencing 
what happened to Henry Ford when he 
neglected to bring his model T car up to 
date,” declared one of the country’s well 
known department store men, who has 
been close to the washing machine situa- 
tion in several large stores. Because he 
could talk more freely if Electrical 
Merchandising withheld his name and 
position, only his statements are given. 

“Washing machine makers have an in- 
vestment in a set of dies that they want 
to milk forever, and this simply cannot be 
done. The activity of the mail order 
houses such as Sears and Montgomery 
Ward in seeking ingenuity of design 
clearly point the way. The carnival of 
price cutting is over, and the manufac- 
turer who wants to get business will 
bring out a different machine and line 
his prices to the point where his dealers 
can make a profit. 


Washers No Traffic Builder 


“There is no more mischievous idea 
than the belief that washing machines and 
the home furnishing department produce 
a natural traffic for the department store. 
This is utterly untrue. The home fur- 
nishings and washing machine depart- 
ments need not live on other departments. 
Properly organized, they should afford 
the store a nice bit of velvet on top of 
its regular income. 

“The washing machine manufacturers 
are not 100 per cent to blame in the pres- 
ent situation. Too many department 
store executives have come up from the 
ready-to-wear departments and do not 
understand specialty selling. They have 
spent years distributing items which are 
universally accepted, which require little 
education, and on which the price is the 
greatest appeal. When they consider 
merchandise like washing machines, re- 
frigerators and ranges, they find it hard 
to realize that here are specialties. They 
find it difficult to understand that one 
must paint a picture in the brain of the 
prospect before these things can be moved. 
The price cutting era did produce an 
illusion of activity for a few years, but 
it was simply cashing in on customers 
who had been sold before. I know D. M. 
Nelson of Sears has said that appliances 
were today accepted. He was right two 
years ago—but time has proved specialty 
selling must begin again and a new crop 
of customers created. 


Should Copy Specialty Selling 


“Department store executives have 
failed to do the simple thing in selling 
major appliances. They have failed to 
notice that no one has ever been suc- 
cessful in the sale of specialties except 
through special methods. The Hoover 
cleaner people can come into any depart- 
ment store, and make a success of their 
operation right under the nose of officials, 
yet their methods are not copied. De- 
partment stores have been lax in employ- 
ing outside follow-up. They have not de- 
voted a certain percentage of publicity to 

(Please turn to Page 34) 
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washers have chosen Lovell Pressure Cleansers as standard equipment: T 108 


AUTOMATIC BLACKSTONE DELITE HORTON “1900” 


BARTON 


BEE VAC CONLON GRAYBAR NATIONAL PRIMA . 


BOSS G.E. | MEADOWS NORGE WESTINGHCU: 
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NCE upon a time the men who 

sold electric washers talked 
about cleaner clothes, less wear and 
tear. The saving of time! The saving 
of energy! The saving of money! 
They explained the outstanding fea- 
tures. Called attention to the beauty 
of design. Emphasized the easy terms. 
Rang door bells! Demonstrated! 


In 1926 these salesmen sold 
843,685 electric washers at an 
average retail price of $146.97. 


Apparently that method of selling 
electric washers is a lost art. Retailers 
now challenge each other to offer a 
lower price. With an infinitely better 
product, with greatly increased effi- 
ciency, with beauty and labor-saving 
features undreamed of eight years 
ago, the electric washer is today 
being advertised and sold largely 
on a low-price appeal. The result? 


In 1933, 970,000 electric 
washers were sold at an aver- 
age retail price of $55.00. An 
increase of 15% in unit sales 
over 1926. A decrease of 57% 
in dollar volume. 


Not all the profit lost can be re- 
gained. But a partial return to the 
old and more successful method 
of selling might help to stem the 
outgoing tide of profits. « « « « 


omething besides PRICE 


To those who sell electric washers, 
Lovell recommends more thorough 
explanation of the advantages of 
owning an electric washer, a_ better 
knowledge of the product, and a sin- 
cere endeavor to sell the best washer 
that the prospect can afford. 


When a washer is equipped with a 
Lovell Pressure Cleanser there is a 
most interesting story to tell. Women 
are glad to know that pressure cleans- 
ing makes clothes cleaner and whiter 
because the Lovell extracts the maxi- 
mum amount of soiled water and 


loosened particles of dirt. 


They listen eagerly to the story of 
Lovell construction and features. The 
welded structural steel frame—no 
rivets. The positive protection afforded 
by the exclusive Lovell Safety Release. 
The fact that no part of the Lovell ever 
requires oiling. The laminated, hand- 
made rolls of live, resilient rubber. 
Pressure that is easily adjusted to 
the thickness of the garment. 


For years Lovell National Advertising 
has been telling millions of women 
these facts. The result is that no 
other wringer has won the universal 
preference achieved by the Lovell 
Pressure Cleanser. « « « « « « 
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Tritle and Drury 
Win McGraw Award 


JOHN S. TRITLE 


« + « led the manufacturers 


WO national associations of the elec- 

trical industry, at their conventions, 
held the same week, honored the men who 
have led the struggle for self government 
under the codes, by selecting them for the 
James H. McGraw Award. On October 
16, in Detroit, Walter J. Drury, chairman 


WALTER J. DRURY 
. « « guided the wholesalers 


of the executive committee of the Na- 
tional Electrical Wholesalers Associa- 
tion received the electrical wholesalers 
medal for 1934 and on October 19 in Chi- 
cago, the electrical manufacturers medal 
for 1934 was presented to John S. Tritle, 
president of the N.E.M.A. 


Under the terms of the Award, both 
associations appoint committees of judges 
to select for the Award that individual 
who has made the most outstanding con- 
tribution to the advancement of these two 
branches of the electrical industry. For 
N.E.W.A. the selection was made by 
J. L. Buchanan, B. W. Clark, W. J. 
Kranzer, L. E. Latham and D. E. Tolles. 
For N.E.M.A. the committee consisted 
of F. C. Jones, G. O. Mason, D. G. 
Phelps, E. O. Shreve and W. E. Sprack- 
ling. In each case, the award was given 
to the man who has headed the industry 
through this difficult period of code mak- 
ing and reorganization which followed 
the enactment of the National Industrial 
Recovery Act. It offered a welcome op- 
portunity to give recognition and express 
appreciation to these two men who—each 
in his own way—have given so un- 
selfishly of their time, thought and en- 
ergy in serving their industries in this 
critical time, far beyond the measure of 
their official obligation. 

The awards were presented by Earl 
Whitehorne, in behalf of Mr. McGraw, 
with the following citations— 

Walter J. Drury, Eastern district man- 
ager for the Graybar Electric Company, 
was chairman of the executive committee 
of the National Electrical Wholesalers 
Association, when the National Indus- 


@ Pan and tray start with the same tepid 


water. The job of the pan is to get heat in. 
The job of the tray is to get heat out. 

The reason Aluminum is used in every 
home for cooking utensils is, fundamentally, 
because it is the very best conductor of 
heat of any thoroughly practical metal. 

The reason Aluminum is used universally 


for trays and grids is exactly the same. 


ALUMINUM COMPANY OF AMERICA, 1860 GULF BUILDING, PITTSBURGH, PENNSYLVANIA 


THE FIRST DUTY OF 


time. 


TRAYS IS TO FREEZE 


They get more heat out of the water in less 


You will be doing every purchaser of a 
new refrigerator a real favor if you advise 
him always to stick to his original equipment 
trays and grids of Alcoa Aluminum. He'll 
get more ice (by the pound or any way 
he wants to measure) in less time (by the 


clock) at least cost (dollars and cents). 


FAST - ECONOMICALLY 


trial Recovery Act made him : 
for the development of a code of {aj 
petition for the electrical w! 
industry and the organization 


electrical distributors of the country } 
hind a program of self government 
John S. Tritle, vice president of 


Westinghouse Electric and Manufacty, 
ing Company, as president of the National 
Electrical Manufacturers  Associatio; 
found it his responsibility to undertak 
the organization of the electrical many 
facturing industry under the Nationa 
Recovery Administration. He saw jn j 
not just an obligation to preside in ¢} 
formulation of a code of fair competitio; 
hut an opportunity to give construct 
direction to the establishment of a sou 
basis for industrial self government 


Furniture Store Runs 
Eleetrie Show 


T is not only the big electrical shows 

that are getting the public interest a 
demonstrated by an electric show put «: 
in Jamaica, New York, by J. Kurtz & 
Son, furniture store. The three day 
show sold off the floor 82 cleaners (GI 
11 refrigerators (Hotpoint), 9 washer 
(Hotpoint), 31 radios (GE), 1 sunlam 
(GE), and $500 worth of heating appl 
ances. This store also secured 150 goo 
leads from which two $119.50 washer 
were sold on the first day's follow-u 
and 2790 filled in cards that gave full i: 
formation on the appliances owned by 
Kurtz’s customers and prospects. Atten 
ance was attracted through a telegran 
form of circular distributed by Posta 
Telegraph, second by full page and quar 
ter page newspaper advertising, by coffe: 
waffles and frozen desserts served to 4 
who attended, and by a present of a pair 
of salt and pepper shakers given to every 
woman who would fill in a card showing 
the electrical appliances owned in he: 
home. 

Store traffic in this store normally runs 
at this time of the year about 100 a day 
This three day show jumped the traffi 
up to 1000 a day. It cost $3,186.35 .. 
newspaper advertising $982.35, personally 
delivered messages $1,920, salt and pep- 
per shakers $135, miscellaneous items 
(signs, cards, etc.) $150. 

Analyzing the returns it is interesting 
to note that the furniture business in the 
store was double the normal volume. The 
electrical show was held on the second 
floor of the store so that prospects were 
drawn past the furniture display on th: 
first floor. Two windows filled with elec 
trical merchandise tied in with the adver 
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tising and circularization. The J. Kurtz 
Company has three stores in Brooklyn 
as well as the store in Jamaica, and two 
weeks after the Jamaica show was held a 
similar three day show was held in one 
of the Brooklyn stores. 


PAUL SCOTT 


From many years’ experience as man- 
ager of the Philadelphia district for 
Maytag, Paul Scott is turning his 
merchandising knowledge to new use 
as the manufacturer of the new Scott 
ironer. He predicts a boom ironer 
market that will match the washer 
promotions of a few years back 


2.429 Ranges and 
Water Heaters 
P. G. & E. Reeord 


RECENTLY completed five months’ 

sales drive of the Pacific Gas & 
Electric Company shows that during that 
period 2,429 electric ranges and water 
heaters were sold. 

The campaign was based upon the 
findings of a field survey which indi- 
cated that in general the price element 
was the most important in preventing 
sales of major electrical kitchen equip- 
ment. It also developed that a large 
market existed of customers who owned 
electric ranges but did not possess elec- 
tric water heaters. The sales plan as 
finally adopted contained provisions at- 
tractive alike to customer and sales force. 
It contained these features: 

A new special rate whereby the cus- 
tomer received a one cent rate for all 
energy used in excess of 170 kw.-hr. per 
month, where a standard water heater 
and range were installed with a double 
throw or load limiting switch between 
them. 

A good low-priced storage-type elec- 
tric water heater. 
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NORGE SHOW 


To find out De- 
troit housewives’ 
preferences in re- 
frigerator design, 
finish, John H. 
Knapp, Norge 
sales head, held 
a Kitchencraft 
Show recently 
and pulled 10,- 
000 people into 
Masonic Temple. 
One of the big- 
gest stunts in 
mass promotion, 
the show may 
mark the begin- 
ning of a new 
selling technique 


A good low-priced line of electric 
ranges. 

An arrangement by which a competi- 
tive fuel range could be accepted as pay- 
ment in full for the installation cost of 
an electric range and water heater. 

A low flat-price wiring cost for new 
installations. 


PHILADELPHIA DOES IT AGAIN 


It’s hard to find any town that can match Philadelphia for the size, 
influence and capacity-crowd electrical and radio shows they put on. 
This year’s went over bigger than ever, says George Conover. 


The acceptance of a down payment as 
low as $7.50, with 18 months to pay. 

An arrangement was made with co- 
operating dealers whereby they could 
offer the same terms as the power com- 
pany, with profit to themselves. 

Sales results for the period from Feb- 
ruary 1 to July 1 showed that, in co- 


operation with dealers, the company had 
added 1,254 3-kw. water heaters to its 
lines. This compares with 841 5-kw. 
water heaters sold during the same period 
a year ago. 1,175 electric ranges were 
sold during the same sales period. 
The growing success of the campaign 
(Please turn to Page 16) 


What every merehant should Know 


REGULAR gold mine of cus- 
tomers read THE AMERICAN 
WEEKLY. This Mighty Magazine 
goes to one out of every five fam- 
ilies in the nation—makes its pow- 
erful bid for more than 20% of all 
the money spent in retail stores. 
If you want your share of this 
money, feature the merchandise 
advertised in the biggest magazine 
on earth—and put it to work for 
you. 


circulation. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence” 
Main Office: 959 Fighth Avenue, New York City 
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@ Here’s a new refrigerator plan that does 
more than make sales. Jt builds profits. The 
Westinghouse Refrigerator Protected Profits 
Plan helps you to reduce expense as well as 
increase volume . . . speeds turnover of stock 
and lowers selling expense. It is a sound pro- 
gram that will set a new mark for refrigerator 
sales and profits. 

Before you make any decision on your 
refrigerator line, you should have this new 
Westinghouse Protected Profits Plan. Send 
for the new ‘‘20 Question”’ Guide to Protected 


BY INTENSIVE TRAINING OF 
YOUR SALES ORGANIZATION 


HOW CAN YOU REDUCE 
MY SELLING EXPENSE? 


Profits which explains the advantages West- 
inghouse offers you... in completeness of 
line, sales features, and other definite aids 
to protected profit. 

Use the Guide for making a point-by-point 
comparison of Westinghouse with other lines 

and prove for yourself that the Westing- 
house Protected Profits Plan will set a new 
record of profit for you. Send the coupon, or 
ask for this interesting guide on your own 
letterhead. 


VES SIR. TL. MALL 
IT RIGHT NOW 


MAIL THIS COUPON. | WANT 
THAT PROTECTED PROFITS 
PLAW... 
.17 SOUNDS 
SENSIBLE 


YOU'LL MAKE THEM WITH THE NEW 
WESTINGHOUSE REFRIGERATOR PLAN 


CONGRATULATIONS. YOUR 
STATEMENT CERTAINLY SHOWS 
A FINE PROFIT ON REFRIGER- 
ATORS. THAT NAME WESTING- 
HOUSE MAKES A BIG 
DIFFERENCE 


YOURE RIGHT 
AND I'LL DO STILL 
BETTER WITH THEIR 

NEW PROTECTED 

PROFITS PLAN 
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Weating? cuse Electric & Manufacturing Company, 
Fifth Street, Mansfield, Ohio. 


I want the New Westinghouse Refrigerator “20 Que: 
tion" to Protected Profits, without cost or obligation 


ELECTRICAL MERCHANDISING—NOVEMBER, 19°4 


| 
‘4 
4 
q resu 
fron 
price 
PRo; four 
ll on t 
dest 
as 
. 
tori: 
ever 
ng 
sell 
eac 
1 deal 
ELE 


LACE a frog in a pan of water and 

very slowly bring it to the boiling 

point. Unconscious of the imper- 
ceptible change, the frog will be lulled to 
jeath when, at any moment, he might have 
hopped out. That is not alone a phenome- 
non of the poor nervous system of a frog 
but, as well, of the insensibilities of many 
salesmen ; even in this day of our N.R.A. 
odes. 

For years the progressive evil of price 
utting, price promotions, bargain prices, 
listressed prices, became more intense. 
What had been started by a “lunatic 
fringe” in the vacuum cleaner, radio, 
vashing machine and other appliance in- 
justries, was taken up by all. It has al- 
ways aroused marvel in my mind why 
uanufacturers, dealers, and resalesmen in 
these industries particularly, have always 
wen so conscious of competitors, rather 
than of the consumer. But they were, 
ind they are. 

It isn’t what the consumer wants, but 
ather what the competitor foolishly offers 
n the manner of price concessions, that 
the majority pattern after, even though 
t means that to do so means throwing 
away the chance for profit, goodwill, ulti- 
nate customer satisfaction and every en- 
luring value upon which good merchan- 
ising depends. Insensible to this evil, 
ountless tradesmen and salesmen, like 
irogs, were boiled alive—when all it took 
vas a little intelligence, some starting 
iaith, and a little value-selling experience 
0 prove that price, within reasonable 
imits, is not a real purchasing considera- 
tion. 

Along came N.R.A. and an attempt at 
rice control. At last, said all of us, this 
lunatic fringe” that has set the price 
pace will have to conform to Code regula- 
tions—but the evil is still with us. Maybe 
ou’ll find it dressed up in a new suit of 
‘lothes, but it’s the same old buzzard. 

The tendency of the human mind to 
‘tay in a well grooved rut passes all un- 
lerstanding. The woods are still full of 
ld-time appliance salesmen who, because 
f years of price selling, cannot jump, jar, 
it jog themselves away from it. They do 
not even try to adopt new selling slants. 
\nd the woods are full of failures, as a 
result. I picked out 25 former salesmen 
from a Detroit welfare line some months 
ago and quizzed them. Would you believe 
it! Exactly 24 of them had formerly used 
price-selling methods. I believe, with all 
my heart, that that is the reason why I 
found them in the bread line. Because, 
on the other hand, I picked out the 100 
dest money-making salesmen with whom 
‘am acquainted, wrote them an inquisi- 
torial letter, and only eight of the group 
‘ven hinted at price as a necessary sell- 
ing weapon. This deduction, then—price 
‘elling, in any of its varied ramifications, 
eads over the hill to the poor house for 
dealer or salesman, while value selling 
puts money in your pocket. And this is 
a basic conception which the salesman 
Must accept, have faith in, and abide by 
if he expects to get along today. For 
the pernicious price evil is still with us. 


. « « | picked out 25 former salesmen from a Detroit welfare 


line some months ago and quizzed them. Would you believe it! 


Exactly 24 of them had formerly used price-selling methods. 1 


believe that that is the reason why I found theminthe bread line.” 


[ have before me the offer of a New 
York concern, advertising a rug sale as 
the news of the century, as of September 
28, 1934. The rugs offered all have origi- 
nal labels showing an established price of 
$125 and they are now being offered for 
$79, no money down and with liberal 
trade-in allowances. Shades of the past: 
Bicycles given away with refrigerators, 
complete laundry equipment with washing 
machines—and I'll bet if we scratched 
around, we could probably find pianos be- 
ing given away with every purchase of a 
bunch of lead pencils. Don’t kid me that 
this price evil is not just as rampant. 

It is impossible for any appliance sales- 
man to retrain himself to such new sell- 
ing methods as “selling the difference,” 
“use value demonstrations,” “proof sell- 
ing methods” or “comparative values,” 
so long as he continues, in the back of his 
mind, to insist on demoralizing price con- 
cessions—such as excessive trade-in al- 
lowances, premiums, knock-downs and 
unsound service guarantees. And he must 
retrain himself, if he expects to make the 
most of the sales opportunity ahead. So 
this is a vital concept which you must 
accept or whatever I’ve said in these 
articles before will be relatively valueless 
to you. That’s why I stop, in this tenth 
article of the series, to say that price sell- 
ing, still with us, is the laziest, most in- 
excusable, most demoralizing of selling 
influences. It is a hook worm that has 
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burrowed into the minds of so many 
salesmen, producing a lethargy and an 
inability to earn which is still alarming; 
even though reams of persuasive discus- 
sion has been produced on the matter. 
Price emphasis is the robber that cheats 
you of commissions sufficiently large to 
live happily. Have done with it! Get it out 
of your mind or, for goodness’ sake, quit 
selling electric appliances. 

I could write by the hour of instances 
which prove that the public are unin- 
terested in price, as such. In 1930, right 
in the midst of the price drunkenness 
caused by the dumping of distressed 
merchandise resulting from the general 
business collapse, we made a survey of 
the radio market, among 25,000 consumers 
and 1,500 dealers. When asked, “What 
would you be willing to pay for a new 
radio, were you buying one again ?”—the 
13,230 women who replied quoted prices 
whose overall average was $99.50 and 
56 per cent of them stated a price over 
$100. On the other hand, 70 per cent of 
the dealers claimed price to be the chief 
purchasing determinant. And the aver- 
age retail price at the time was around 
$34.50, showing that neither manufac- 
turer nor dealer had any conception of 
what the consumer desired or was willing 
to pay. 

The Norge Corporation, manufacturers 
of refrigeration, made the most extensive 
survey of the electric refrigeration market 


The tenth of a series 
on sales training 


by 


Gerald E. Stedman 


The Cramer-Krasselt Co 


Milwaukee, Wis 


that was ever attempted in 1933 and, 
among the 23,322 women interviewed, 
found that less than 5 per cent of them 
mentioned price as one of the factors that 
would influence their 1934 buying deci 
sion. 

I stood in a Detroit dealer’s store as a 
woman came in to exchange a price- 
promoted refrigerator, which she had 
bought earlier in the season for $103, for 
a new refrigerator costing $287. She said 
to me, “I can’t understand why in the 
world the salesman didn’t attempt to pre- 
vent me from making such a mistake, 
rather than to encourage me to buy that 
cheap box. Why, I’ve been ashamed of it 
ever since I bought it, and I haven’t dared 
show it or even talk about it to my 
friends.” 

In Chicago, a store put on a price pro 
motion of cheap washers recently, and 
had to take the majority of them back be- 
cause they began to fall apart after the 
first use. Don’t tell me the public wants 
to buy a price. Don’t dare attempt to 
assert that the public gets anything else 
than trimmed in a price promotion. Don’t 
tell me that price is wise or even neces- 
sary to emphasize. It's the lazy, hazy, 
cock-eyed way to sell. It is only resorted 
to by dumb salesmen, manufacturers and 
dealers who have taken no steps to really 
understand what the consumer desires, 
and who are too mired in the mud of past 
practices to pull themselves out. 

I was talking with Pete Sampson in 
Chicago the other day. He owns the 
Sampson Electric Company, a leading 
distributor of electric appliances, and is a 
chap whom I consider to be one of the 
wisest merchandisers in the country 
“Jerry,” said he, “The Ziegfeld Follies 
are in Chicago now, packing ’em in at 
$3.30 a seat when within a stone’s throw 

(Please turn to Page 32) 
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Frank Coles, hard- Next door compe- 


hitting sales man- tition didn’t dis- 

ager of Dorris- courage Dorris- 

Heyman Furniture Heyman from go- 

Co., Phoenix, ing after the Fe 
Arizona. washer business. 


toa 
 ©HAIN STORE 


pany, Phoenix, Arizona, sold an aver 
age of six or seven washers a month in 


1933. In 1934 this store, one of the larg- : 
5 est of its kind, decided to go into the By J. K. Novins Heyman Furniture Company sells 100 
washing machine business in real earnest, washing machines a month at an average 
and as the result of an intensive cam- June, 1934, this company had sold 640 of the phenomenal increase for a com- price of $70! 
paign sold an average of a hundred washers, and the record has been main- parative newcomer in the field, but be- And, despite the fact that the battle he: 
washers a month—a 1,400% _ increase tained continuously until the end of the cause this store is located next door to a for washing machine sales has been an I 
over 1933! year, leading mail-order store that has always intensive one what with the bitter com- obs 
The campaign got under way during The Dorris-Heyman washing machine featured washers in a big way. And it is petition right at its door, Dorris-Heyman was 
the Christmas season. By the end of sales record is unusual, not alone because unusual for still another reason. Dorris- has piled up an unusual record without exp 
: resorting to cut-throat competitive meth the 
ods. No washers retailing for less than as 
$44.95 are advertised, or displayed in th: the 
electrical department or featured in any cre; 
other manner. This policy, to which the sell 
store has adhered in the face of local com wa: 
petition, has been a constructive force in par 
building up the unit sale to $70. And it the 
has tended to make the washing machin acc 
f department the most profitable in the en sep 
‘ tire store. al 
“Before telling the story how we «& pla 
veloped our washing machine business i car 
a short time,” said Frank Coles, young one 
and aggressive sales-manager of the con . 
pany, “I might as well clear up this point abe 
When we became active in the washing Col 
machine business the inevitable cut the 
throat competition of prices became « ing 
factor. Our nearest competitor, alarm cor 
by the advances we made in sales, took der 
every opportunity to beat us on prices . 
and we, in turn, met the price competi ang 
tion in the same manner. When wi we 
featured a $39.50 unit our competitor me 
would come out with a $36.50 mode! siv 
and so forth. pre 
“We considered such competition harm uni 
ful to both of us. So I went to the man arr 
ager of the mail order store next door “cl 
and had a frank talk with him. He took the 
the same broad standpoint, and we agree tha 
to call off the war on prices. Both of u: dra 
- agreed not to feature any machine selling bee 
at less than $44.95, and we have stuck t of 
this agreement right along. It has done us ori 
both a lot of good. Wi 


The Dorris - Heym@furn 
Phoenix, 


a month during 19@despi 


“We then took another important ste; yei 
that has proven highly beneficial to us in ing 
building up the department along profit we 
able lines. I went to the public utility du 
and explained our washing machine sales is 
policy. We made it clear that we intended cas 
to build up our washing machine business me 
along ethical lines—no cut-throat prices to 
The power company right then and there ( 
agreed to cooperate with us by deciding sid 
not to handle washing machines in theif cor 
sales room. The company went further far 
still by agreeing not to retail small «lec ust 
trical appliances. This clarified the < ‘ua dir 
tion for all of us independent deale: ho 

“It made it possible for this store 45 ha 
well as for the mail order house «or ho 
next door to do a legitimate busines 0! per 
washing machines and small elec! ‘4 to 
appliances. it 

“Odd as it may seem, our location :cxt be 
door to the mail order house store 114 in 
been an advantage, rather than a <tr me 
ment in building up our washing maciiin¢ TI 

a sales. Our closest competitor is loc ite mi 
y on the side street, and in deciding to lo be 


cate our electrical department at ‘ha! 
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Here is one reason why the majority of washer sales 
in the Dorris-Heyman store are closed on the floor. 


Here the unit sale has been 


point, instead of in front of our store, we 
are in a more favorable situation to con- 
tact prospective customers, many of whom 
would otherwise pass us up. Both the 
competitor and our store use sidewalk 
displays of washers and ironers, and 
these stand practically side by side.” 

In former years Dorris-Heyman used 
obscure basement space for display of 
washers. Sales Manager Coles tried the 
experiment of showing the small stock on 
the main floor. They sold almost as soon 
as they were put there. Encouraged by 
the results the stock was gradually in- 
creased, and in a short time the store was 
selling carloads of washers. Display space 
was increased, and now the electrical de- 
partment occupies considerable space on 
the main floor, which in addition to being 
accessible to the rest of the floor, has a 
separate entrance on the side street. Here 
a large assortment of washers is dis- 
played. Here the washing machine stock, 
carloads of models, turns at the rate of 
once a month. 

“One of the most interesting features 
about our washer sales,” says Frank 
“is that we close most of them on 
the floor. When we went into the wash- 
ing machine business in a big way we 
considered home canvasses and home 
demonstrations as a means to building up 
a following for the department. After 
analyzing the problem from every angle 
we came to the conclusion that such 
methods, in addition to being too expen- 
sive, were not desirable in building up 
profitable sales, that is, sales of higher 
units. So we worked out a satisfactory 
arrangement. We employ three first class 
“closers” to be in constant attendance in 
the department. We pay them a better 
than average commission on sales, with 
drawing privileges. Their earnings have 
been consistently high. They spend part 
of their time following up prospects 
originally contacted by them in the store. 
We've had the same men throughout the 


Coles, 


Furniture Company, 
averaged 100 washers 


lespite competition 


year that we have been promoting wash- 
ing machines along present lines. And 
we have never augmented the staff, even 
during the peak days when selling activity 
is heavy. We prefer that our own men 
cash in on the extra sales. Each of the 
men has averaged anywhere from $250 
to $300 a month, even higher. 

“In addition we employ two good out- 
side men to make home canvasses in the 
country districts. Our experience thus 
far has been that country canvasses are 
usually productive of sales, directly or in- 
directly. One reason for this is that the 
homes in the sparsely populated districts 
iave not been canvassed as intensely as 
homes in the city. The outside men ex- 
perience less difficulty in gaining entrée 
to present their sales message. One in- 
irect result of the country canvasses has 
been the developing of a considerable 
‘mount of mail order business in washing 
machines and other electrical appliances. 
The country canvassers work on a com- 
mission basis, and their earnings have 
been fairly good. 

“Another important factor responsible 


boosted up to $70. 


for the increase in sales has been our 
policy of concentrating on two good na- 
tionally advertised brands of washers. 
However, we have had to take into con- 
sideration competitive conditions. While 
we stock up on two good lines, we also 
display a variety of washer models in our 
department, in various price ranges. The 
salesmen are always glad to show these 
to customers, but almost invariably they 
manage to close the deal with a washer in 


The washing machine floor display has been an important fac- 
tor in the 1400% sales increase reported by Dorris-Heyman 
Furniture Co., Phoenix, Arizona. 


one of our two main lines of machines. 

“One of these lines we handle on an ex- 
clusive basis in the territory. We carry 
a complete stock of parts to accommodate 
other dealers. We get enough revenue 
from this to more than pay the cost of 
keeping up our service department. We've 
tried to be very liberal with service, as we 
consider it an important factor in gain- 
ing customer good-will and repeat sales. 

“Another important factor has been our 


dollar down dollar a week policy, the vast 
majority of washing machine sales being 
handled in this manner. We stress these 
terms in our newspaper advertising and 
in our window displays. As regards ad- 
vertising, it is significant that the in- 
crease in sales has been built without 
spending a lot of money on newspaper 
space. We do run copy from time to 
time, but we depend almost entirely on 
our large displays to attract attention. 


From the Leader Model at 
$39.95 to the De Luxe 
Model, One Minute offers 
a complete step-up line of 
fine quality washers. 


Large oversize porcelain 
enameled tubs are used 
throughout because of 
their appeal to women— 
and because they are so 
easy to keep clean. 


The One Minute all-alu- 
minum agitator, controlled 
by handy outside auto- 
type control lever pro- 
duces most effective water 
action for all clothes. 


Model 130B 
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THIS VALUE. ue! 


A Real Leader Value. 
ture it in display advertising. 
Many new washer prospects 
will be created, and many of 
them can be persuaded to 
buy one of the better models. 
You need this washer to give 
you a perfectly balanced line. 


NO HOME IS COMPLETE 
WITHOUT A ONE MINUTE 


By Displaying the Complete ONE 
MINUTE Line You Can Meet Every 
Demand— Quality, Price, Appearance 


Make Your Washer Department 
Pay! More Profit .. Feature the Ne ew 


Latest balloon-roll 
wringers of varying style 
are used on One Minute 
washers and all are equip- 
ped with the very latest 
type safety features. 


The electric models are 
all powered by Westing- 
house motors, and Model 
151C is equipped with 
modern 4-cycle gasoline 
engine of ample power. 


Sturdy pressed steel 
frames and smooth-run- 
ning rust-proof castors are 
used throughout the line. 
All gears operate silently. 


The outstanding feature of the One Minute line is 
the exclusive self-adjusting aluminum wringer used 


on Model 270. This wringer is unique because the 


Fea- 


NAME 


one top control bar governs every operation. T! 
wringer though is one of the many outstanding 
features developed by One Minute. 


ONE MINUTE WASHER COMPANY 


ROOM 29, BERGMAN BUILDING, NEWTON, IOWA 


Please send the complete story of the One Minute Line, 
including details of the big National Sales Contest. 


This 


We are anxious 


to tell you all about them, and will gladly do so upon 
receipt of the attached coupon. One Minute Washer 
Company, Room 29 Bergman Bldg., Newton, Iowa. 
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BELIEVE it was Herbert Kaufman 
wl mce said “manufactured 
products pass through three stages, 


l-—-the time when they are jeered, 2— 


the time when they are feared, and, 
3}—the time when they are cheered.” 

Looking back, one sees this has been 
the history of all household electrical 
specialties, from the electric cleaner, the 
washer and refrigerator to the automatic 
burner 


All of these devices had to fight their 
vay against accepted ways of doing 
things, and accepted equipment; they had 

overcome the natural skepticism, sus 
vicion and indifference that attaches to 
iny revolutionary product or service. Be 
fore the new appliance could be sold the 

lea” of its use had to be grasped and 
reated into a “want” or “need.” Once the 


dea” took hold, actual selling became 
easier 

As we said in the last issue of Elec 
rical Merchandising, the “idea” of house 
hold heating by oil fuel has been well sol: 
generally Hardly a householder toda 
but admits the great convenience of th: 


the Prospect Fim 


The Oil Burner salesman should concentrate 
on home-owners who are able to buy. The 
second of a series of articles on oil burner 


selling 


By Roi B. Woolley 


oil burner and has made up his mind (if 
his home requires a heating plant, at all) 
that sooner or later he’s going to have an 
oil burner. 

The question is no longer “shall I have 
an oil burner? ... ‘but,’ which oil 
burner shall I buy, when I do decide to 
install (or when I can afford) the 
burner?” All of which, to a great extent, 
has much to do with shaping the sales 
and advertising appeal, but which does 
not mean that the burner salesman must 
confine his talk to the purely competitive 
task of selling his pet product against the 


Let these 10 FEATURES of 
this G-E Motor 


HELP YOU SELL 
DOMESTIC 


WASHING MACHINES 


IMPROVED LUBRICATION — lon 
bearing life assured by extra-large of 
supply and recirculating system. Wool- 
yarn packing filters oil and feeds it to 
vearing; oil throwers and returns recir- 
culate oil. Thus, a constant supply of 
fresh, clean oil is assured during life of 
washing machine, without reoiling. 


END-PLAY SILENCERS—assure 
agen without wear or power loss 
rom added friction, by effectively cush- 
ioning end bump at both ends, yet re- 
taining free movement of rotor. Durable, 

ing-steel construction—last the life 
of motor. 


RUBBER MOUNTING—gives smooth, 
quiet, cushioned power. Design com- 
pletely isolates inherent single-phase 
torque vibration. Rings of live rubber 
are treated with eoddeuneuual which 
makes them impervious to oil. 


TERMINAL COVER PLATE — per- 
mits quick, economical removal and 
assembly, because equipped with key- 
hole slot and notch. Attachment cord 
anchored in any of four positions — 
flexible and permanent. 


EXCLUSIVE WINDING TREAT- 
MENT —windings will not soften under 
heat. Bonds them — protects them from 
moisture, high temperature, and me- 
chanical injury. Windings suitable for 
use even in the tropics. 


SIMPLIFIED CONNECTIONS — no 
splicing or soldering required. Built-in 
terminal box has studs for easy line con- 
nection. Four cord-outlet positions avail- 
able. Motor readily reversible by simply 
interchanging two leads in box. 


CAST-ALUMINUM ROTOR — inde- 
structible. Has permanent electric 
characteristics, Cannot become open- 
circuited. Squirrel-cage is one-piece, 
solid-aluminum pressure casting with no 
soldered or welded joints. Contributes to 
quiet operation. Inherently well 
balanced. 


SIMPLIFIED BASE ASSEMBLY — 
simple, rapid, positive, and easily acces- 
sible. Latch assembly requires only a 
screw driver to attach or detach. Base 
can be rotated to facilitate mounting in 
any position desired. 


RELIABLE STARTING SWITCH— 
long-lived — positive-acting — rustproof 
—quiet. Built to last the life of the mo- 
tor—no servicing required. Service life 
proved by tents. 


INTERCHANGEABILITY — all 1/4 
horsepower motors have the same 
mounting and over-all dimensions, and 
mount in the same cradle. 


No other motor has so many features that will help you sell domestic washing machines. The nearest G-E 
office will gladly supply complete information; or, address General Electric, Dept. 6 B-201, Schenectady, N. Y. 


GENERAL ELECTRIC 
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field. It isn’t as easy as that by any means 

One thing, however, is sure: Selling 
is the big job in the oil burner industry 
today. And it would be foolish to claim 
that selling oil burners today is all “heer 
and skittles.” It is a real battle; but it 
offers great opportunity to the pro- 
gressive retailer who has merchandising 
ability, as well as to the specialty sales- 
man who is willing to use his feet as well 
as his head. 


The “Idea” Has Been Sold— 
But the Burners Must Be 


“What this industry needs,” said an 
oil burner sales manager to me, “is mor¢ 
of the hard-boiled, honest t’goodness spx 
cialty salesmen who can recognize a 
prospect in spite of all the barriers and 
objections raised by the average person 
upon whom they call.” According to him 
there are plenty of salesmen who can sel! 
“on leads,” but not enough who have tly 
ability and persistence to ferret out 1! 
real prospects from among the averag 
“run-o’-mine” householders. It was 
belief that this type of salesman is bes! 
recruited from the ranks of electrica 
household specialty salesmen, rather tha: 
from the heating appliance industry. 

He went on to say: “Not so long ag 
burner salesmen were expected to know 
everything about heating, combustior 
fuels and the detailed intricacies of al! 
types of heating devices. They had to b 
able to spout ‘B.T.U.’s,’ ‘flue-tempera 
tures’ and all the technicalities in th: 
vernacular. Most of ’em tried to do this 
after a complete (?) course-in-one-lessoi 
handed out by the manufacturer, or fron 
a quick reading of some treatises on com 
bustion. And it’s a wonder anybody 
bought. ... Then came the  la-de-da 
salesman, often called the ‘heating 
specialist,’ who had to be formally ‘in 
troduced’ to his prospect . . . whose chiet 
sales-weapon was a slide-rule and a lot 
of combustion-tables. As money—and 
prospects—tightened up and were harder 
to find, they began to pass out of the pic- 
ture. Then we began to turn to the sales- 
men who were not too proud to ring door- 
bells at any time of the day or night, who 
can convince the hard-boiled prospects 
against their will... make want 
what we have to offer more than a trip 
to Bermuda, or a new car—the sort of 
pavement pounders who ‘put-over’ th¢ 
washer and refrigerator. They don’t have 
to be technicians; they needn’t know a 
‘B.T.U.’ from a ‘flapper-damper.’ We've 
got the technical brains for the prospects 
who want to talk technicalities. All we 
want of them is to dig up the prospects, 
to paint some nice word pictures about 
oil heating generally, and our newest 
burner in particular ...to make ‘em 
want it more than they ever wanted ay 
thing else . . . and the rest is easy.” 

Another dealer says: “The hardest |»! 
in 1933 was to find bona fide custome: 
There were lots of ‘prospects’ but darn 
few who could—or would pay. But thing 
are improving. Money is beginning ' 
flow. The Home Owners’ Loan Cor- 
poration is helping. So is the Gove: 
ment’s aid in releasing bank-depos' 
We're finding that one of the first plac«s 
a person plans to spend the money they '« 
secured on loan, or through bank liquid 
tion is on the heating plant.” ; 

Although the battle-cry has been “fi 
the worthwhile prospects,” it cannot 
said that amongst oil burner dealers ge 
erally the salesman is left to do all t'« 
detective work. More and more deale: 
are taking this task away from the sale:- 
man, or performing part of the sellir 
job for their men, by inaugurating t 


latest merchandising and campaignir 
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Weeding out the real 

prospects from mere 

possibilities is the first 

thing the salesman 

should concern himself 
with. 


methods wherein advertising takes over a 
large part of the selling job. Neverthe- 
less a large number of burner salesmen 
are still left to build up their own pros- 
pect lists. 


Finding the Prospects 


It might be well here to list the sources 
of “leads” used by dealers and salesmen, 
based upon an investigation made some 
time ago by Fuel Ow Journal. This pub- 
lication found that the greatest number 
of good leads were secured from users. 
Here are the sources, in order of their 
importance: 

Users 

Canvassers 
Friends 
Newspaper advertising 
Direct mail 
Building reports 
Contractors 
Architects 
Window displays 
10 Telephone canvass 
Oil distributors 

12 Factory leads 

13 Direct inquiries 

14 Prestige of dealer 

15 Service department 

16 Owners of other burners 

17 City directory 

18 Real estate men 

19 Repairing heating plants 

20 Exhibitions 

21 Billboards 

22 Newspaper notices 

23 Property listings. 

Hardly a dealer with whom I've talked 
but what did not stress the importance of 
customer good-will as a major sales 
factor in developing new business. A 
metropolitan dealer said: “Give me the 
right burner, a few good customers to 
start with, and a few real specialty sales- 
men—with a capable shop staff—and noth- 
ing can stop me.” A Nassau County 
(N. Y.) dealer claims that seventy per cent 
of his business has come from satisfied 
customers. “Good customers,” he ex- 
plains, “are the result of honest selling, 
careful installing, close attention to serv- 
icing (fueling, inspection, repairs, etc.). 
By ‘honest selling’ I mean, chiefly, not 
knocking competitors, no chiseling, no 
misleading statements about costs of 
burner and installation, and straightfor- 
ward, fair dealing.” 

A Philadelphia sales manager put it 
this way: “There’s nothing more produc- 
tive of new business than the good-will of 
the customer. To gain that good will one 
must serve the customer—not get him, 
then forget him. The trouble with most 
of us is that we forget that man-power 
is even more important than having a 
good burner and a fair price and terms. 
Sloppy installations and service create ill- 
will and one knocking customer can do 
more harm than a dozen carping com- 
petitors.” 

Investigation discloses that lead-getting 
is largely a matter of individual ability 
and preference on the part of the dealer. 

ome have had no success with the tele- 
phone canvass, yet others have found it 
extremely profitable. The answer is that 

depends upon the nature of the canvass 
what is said, and how it is said) and 
ho conduct it—and when. Many dealers 
report satisfactory results through the use 

f manufacturer-cooperation. Some manu- 

icturers furnish a complete, ready-to-use 
‘telephone canvass and, in some instances, 

0 so far as to furnish the operator. 

‘rom all information available it is 

ertain that the telephone canvass, in the 
‘orm of a “survey,” conducted intelli- 
vently, is productive of definite results. 
“urthermore, the telephone is a most ex- 


S 


cellent means of following and contact- 
ing prospects. Some dealers insist that 
their salesmen use the phone sys- 
tematically as a part of their daily rou- 
tine. One large oil burner dealer makes 
it a requisite that each salesman canvass 


(outside) a certain number of homes, that 
he call upon a certain number of previ- 
ously contacted prospects, and that he 
call upon, or telephone a certain number 
of customers each day. 

That the home-owner is not the sole 


Once he has found the 
prospect — usually a 
man of medium in- 
come who owns his own 
home — the automatic 
oil heating presentation 
wins a_ sympathetic 
response. 


prospect is disclosed by a survey of struc- 
tures wherein oil burners are installed in 
(Queens County (N. Y.). The largest class 
of users was found to be private garages, 
with apartment houses next. Retail stores 
ranked third, with factories fourth. 
Among the users listed were, clubs, con- 
vents, gasoline stations, hotels and room- 
ing houses, hospitals, library buildings, 
office buildings, fire and police stations, 
public buildings, schools, theaters, ware- 
houses, restaurants, banks, funeral par- 
lors, ete. 
To be continued 
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This is the season when General Ledger 
comes in for a critical going-over—when 
its story of profit or of loss is laid bare 
in cold figures. What is your Ledger 
telling you? What are you going to do 
to increase your net profits next year? 


OIL HEATING 


Timken has an important message for merchants like you who are 
on the lookout for new avenues to increased profits. It is about 
Timken Oil Heating equipment, of course. 


Timken’s wonderful sales record thus far in 1934 proves—(1) that 
oil burner demand is increasing—(2) that people are gaining con- 
fidence—(3) that automatic oil heat is one of the first things they 
are going to have—and (4) that Timken’s name and reputation in- 
sure our dealers a profitable share of this new oil burner business. 


Timken dealers’ sales also prove that there is a definite boom in 
automatic oil heating. Read the two letters to the right. 


Your set-up is ideal for the distribution of Timken Silent Auto- 
matic products. And the Timken proposition gives you the backing 
of a nationally respected leader—a complete line—and a percentage 
of profit that will make money for you. 


Just now, while the year’s results are before you, let us send you 
complete details of the Timken proposition. Let us show you why 
and how it will increase your profits. There is no obligation in- 
volved. Just write, wire or phone. ; 


THE TIMKEN SILENT AUTOMATIC CoO. 


178 Clark Ave., Detroit, Michigan 


SAYING TO YOU? 


Here are some 


TIMKEN 
TRUE STORIES 


that will interest you 


*A typical large city 
dealer, with territorial 
population of 486,867, 


reports: 

Appointed May 2, 1933 
Total sales—1933. . 49 
Total sales Jan. 1, 1934, 

te Oct. 10, 1934...... 173 


*A typical dealer in a 
smaller city, territorial 
population 15,860, re- 


ports: 

Total sales—1931.... 5 
1633...... 
1934 to 
Oct. 10.. 65 


*Names and details of 
these and many other 
Timken dealer suc- 
cesses furnished upon 
request. 
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A MAN 
Rance DEPARTMENT 


G. A, NOONAN 
Has managed the Jennings’ 
Furniture Store one-man range 
department for sixteen years. 


'WYHERE is a furniture store in Port- 
land, Oregon (not a large furniture 
store, either) which has the record of 
selling more electric ranges than—we 
were about to say than any store in town, 
but not being sure of that fact, we shall 
merely observe safely that it has one of 
the best records in the Pacific Northwest. 
Which is quite a record, for the Wash- 
ington-Oregon district ranks at the very 
top of the nation in its use of electricity 
for cooking. It is the Jennings Furni- 
ture Store which holds this record, and 
the man who sold the ranges (Monarch) 
s G. A. Noonan 
It is quite accurate to say that Mr. 
Noonan did the selling, for it is a one- 
man department, and he has been on the 
job doing just that for something like 
sixteen years. When asked how it hap- 


Jennings’ Furniture Store, 
Portland, Ore., has one of 
the best electric range 
records in the Northwest. 
Here’s the reason. 


pens that his individual range sales rank 
higher than the totals for many a large 
department with a number of outside 
salesmen, Mr. Noonan would put his 
finger on no one sales trick. Chiefly, he 
said, his success was due to the fact that 
he made sure that a woman wanted to 
buy an electric range before he sold her 
one, 

This does not mean that he approaches 
the customer, as so many salesmen do, 
particularly in large stores, by asking 
her what she would like to have—a gas, 
coal or electric range? Usually in such 
a case, the woman says gas and that is 
the end of the matter. On the contrary, 
he is himself convinced that electric 
cooking is the most desirable and he 
makes his initial contact with that in 
mind. As a matter of fact, his depart- 
ment carries some coal ranges for rural 
customers whose homes are not served 
by electricity, but he does not sell gas 
ranges at all. 

What he means is that many women 
who come in to purchase an electric 
range, or who are persuaded by a good 
salesman to purchase one, do not actually 
understand what they are getting. They 
do not realize that the equipment they 
are purchasing is not merely another 
kitchen stove with a different kind of 


General view of the floor. There are no outside salesmen but when 
customers come in there are plerity of models to choose from—and 
it is hard to get away from Mr. Noonan. 


fuel, but is actually a different appliance, 
capable of doing a number of things 
which the stove she formerly used could 
not do. If the purchaser knows some- 
thing of the preservation of vitamins, the 
lessening of waste, the improvement of 
flavor and like advantages of electric 
cooking, she will find such satisfaction 
with her range after she has bought it 
that she will go about selling ranges to 
her neighbors. Which is the important 
part of the story. 

When a customer comes in to inquire 
concerning an electric range, Mr. Noonan 
does not immediately start a sales talk. 
He asks her a few questions first. “Is 
your house wired for an electric range?”, 
for instance, and “How long has it been 
since you cooked with wood?” Thus he 
establishes a background, learns some- 
thing of what she knows and whether 
she really wants to buy an electric range 
or merely thinks she does. Then he com- 
mences to work. 

There is no high pressure selling. It 
is better, he says, to take your time. Size 
up your customer and then make a second 
appointment. The husband must fre- 
quently be consulted. “May I call you 
up at 6:30?” he asks. The 6:30 call may 
result in another appointment still. “I 
am going to be out in your neighbor- 


hood this evening,” he suggests. “Can't 
1 call for you and your husband and 
bring you down to the store?” This 
means an undisturbed opportunity to talk 
and, if advisable, to demonstrate electric 
cooking. 

Yes, Mr. Noonan can cook. He does 
not as a rule attempt angel food nor com- 
plicated dishes, but he can mix up biscuits 
or make a good plain cake. And he can 
talk the housewife’s language. He knows 
the problems which the cook has to meet 
in using other ranges and where the elec- 
tric range is superior. In fact, he knows 
the equipment he sells. One of the ques- 
tions which he likes to ask the customer 
after the range is sold is: “Why did you 
buy this particular range?” The answer, 
he feels, will be of help in selling other 
customers. And almost invariably they 
have said, “Well, you seemed to under- 
stand stoves.” 

The telling of a consistent story is im- 
portant. Mr. Noonan started selling 
electric ranges among the first in Port- 
land and despite discouragements of all 
sorts, he has kept at the job. More than 
that, he has sold the same line of ranges. 
Whereas most dealers or electrical de- 
partments become discouraged when the 
returns of the first few months are not 
all they hoped for, and switch to gas, or 


SILK OR RAYON STOCKING holds its shape 
by the threads being correctly treated. This 
treatment is known as ‘setting the 

twist,” and is accomplished by electric heat 

and CHROMEL heating elements. Thus 

Chromel contributes its bit to the charm 

of womanhood; provides electric heat 

for industry and home; and Chro- 
mel created, and for 27 years 


has faithfully sustained, your 
heating appliance market. So, 
the discovery of Chromel for 
heating elements in 1906 
created a steady source of 
revenue for you, by provid- 
ing for the civilized world 

a legacy of comfort and 
convenience, through elec- 
tric heat . . . For our handy 
Heating - Unit Calculator, 
ask for Form KM 


HOSKINS MFG. CO., 
DETROIT, MICH. 
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make, 
oreater discounts, he has gone right 
ahead. ‘The result is that he really has 
4 story to tell that he believes in. The 


to another offering perhaps, 


rewar. is cumulative. All the ranges 
he ha. sold from the very beginning, all 
the people that he has convinced of the 
value of electric cooking and of his par- 
ticular line of ranges, are now sales 
agent in his interest. The result is that 
preset returns are most satisfactory. 


Use the User Again 


His customers as a whole are the best 
<ources of obtaining new prospects. He 
makes a special effort to call in to see 
them. It may happen that he finds him- 
self in a familiar neighborhood on a 
Sunday. In the next block lives a woman 
ty whom he sold a range three years ago. 
He drops in to see her, just to see how 
itis working. The result is likely to be 
the name of a neighbor who may be in- 
terested. If not, the call has at least 
served to keep the memory of his de- 
yartment and its service in her mind. 
This is the store she will recommend 
when a friend does ask her for advice. 

More than this. He frequently stocks 
some desirable accessory, which he dis- 
plays in his department but will not sell. 
That equipment, he explains to those in- 
terested, is awarded to those who bring 
in the name of a prospect to whom a 
range is later sold. It is not every owner 
of a range who thus becomes an active 
salesman sending in prospects as a 
regular thing. But a little judicious 
study will suggest those women who are 
naturally gifted in this field. One school 
teacher who took a year or more in de- 

ling to buy her own range is now one 

{ his best assistants. She has won for 
ierself a complete assortment of oven 
wccessories and is still bringing in pros- 
pects. She was so thoroughly con- 
vinced of the merits of the range at the 


is an ideal salesman now. 


Uses Manufacturer's Helps 


Mr. Noonan believes in using manu- 
facturer’s helps. He figures that the 
company knows better than he the com- 
petition it faces and that the advice it 
gives on methods of selling will be good. 

He does not believe much in sales, but 
usually there is one type of stove which 
he features at the moment. This stove 
is arranged always at the end of the de- 
partment facing the elevator, with spe- 
cial lighting and with a long aisle of car- 
pet leading up to it. “There,” he is able 
to say, after he has learned from a ques- 
tion or two that the customer belongs in 
the majority group for whom this appli- 
ance was designed, “there is exactly what 
you want.” And the line of carpet leads 
them directly to this goal. 

For all his length of service, Mr. 
Noonan does not believe much in en- 
deavoring to impress his name on the 
customer. Better far, he thinks, to have 
her remember the merchandise. “Just 
ask for the stove man,” he replies to a 
request for his card, “I have been here 
lor sixteen years; they all know me 
around here.” When, as must happen 
occasionally, a customer is brought in 
by another salesman during a period 
when Mr. Noonan is busy, no attempt 
is made on the part of the salesman to 
sell electric ranges. Instead he puts in 
his time selling Mr. Noonan. “Of course, 
I might show you about,” he explains, 
“but it would be better and would save 
time in the end if you wait for the 
regular salesman. He knows all about 
electric ranges. Been here for sixteen 
years.” By the time the contact is at 
last made, the customer is prepared to 
accept Mr. Noonan’s counsel. 

Sales average from $175 to $200 a 
unit and, what is more, they stay sold. 
This in spite of the fact that even a $1 
down payment is occasionally accepted. 
But if they buy ranges from Mr. Noonan 
at all, it is because they want an elec- 
ric range. Except in the case of an 
unioreseen financial catastrophe, they do 
not send the equipment back. 

\ sale made too hurriedly leaves no 
echoes, “But,” says Mr. Noonan, “sell 
them electric cooking and the sale of 
electric ranges will take care of itself.” 
What is more, one sale will bring an- 
other. The ripples will spread until at 
length the snowball has rolled up a 
record which is—well at least, it is a 
nicely mixed metaphor. 


Resortersas Range Prospects 


DeFouw Electric, Holland, Mich., Canvassed 
Cottages for Range and Hotplate Customers 


ESORTERS made good prospects for 

electric range sales, the DeFouw Elec- 
tric Supply Co., Holland, Mich., has 
found. Located in the heart of a resort 
area which extends 20 miles in each di- 
rection up and down the sand dune coun- 
try of Lake Michigan, the company found 
a ready market among cottagers for 
ranges and hotplates during the past 
summer. 

“The average resorter is accustomed to 
electricity,” Harold J. DeFouw said. 
“They have been educated to the benefits 
of electrical appliances in Chicago, St. 
Louis, or their home cities. They want 
toasters and fans and hotplates, in addi- 
tion to major appliances. They are a 
nice class of people to deal with, being 
from the better families of other cities.” 

Backed by a two cent electric rate from 
Consumers Power Co. and free installa- 
tion by the utility company, range sales 
in the vicinity of Holland have reached 
approximately 500 in the last few years, 


with 250 within the city itself. The 
spread is about equal between city-folk 
and the resort sections. 

Installation costs run $35 a range in 
the territory, and $31.50 in Holland, 
which has a municipal light plant. The 
utility company pays installation cost of 
wiring, switches, plates and cable. In 
addition, a bonus of $12 is paid for every 
range sold, as a sales stimulant. Dealers 
customarily pass this bonus on to their 
salesmen. 

In April a range campaign was con- 
ducted cooperatively by the utility com- 
pany and dealers. A full page news- 
paper advertisement was bought, with 
the Consumers Power Company having 
the center advertisement and the border 
paid for by dealers. 

DeFouw Electric Supply Co. does some 
cottage-to-cottage canvassing for ranges 
(General Electric, Hotpoint) and re- 
frigerators (General Electric) early in 
the resort season. Ranges are sold re- 


sorters when they first come to their cot- 
tages early in June. Salesmen from the 
electric company follow up _ prospects 
from resorters by dropping in at Ottawa 
Beach, Macatawa, Castle Park, Wauka- 
zoo, Lakewood, or the other resort sec- 
tions to talk with cottagers. 

Hotplate sales in a resort town are 
heavier in the summer than at any time 
of the year, Mr. DeFouw said. Some 
cottagers buy them in preference to 
stoves or ranges. In some resorts, such 
as Castle Park, cottagers all dine at a 
central hall and only need hotplates for 
light lunches. Mr. DeFouw reported it 
a bad summer when at least 20 hotplates 
(Empire, Hotpoint, Knapp-Monarch) are 
not sold in the two-month resort season. 

Electric refrigerators can be sold cot- 
tagers on the cost of natural ice alone, 
Mr. DeFouw said. Natural ice must be 
brought into the resort sections and is 
both inconvenient and expensive. How- 
ever, offsetting this is the fact that cot- 
tages are used only three months a year 
at best. 

“Still,” Mr. Defouw said, “the majority 
of cottagers have been coming here for 
years and plan to come again next year. 
Thus, they are prospects for electric re- 
frigerators.” 

Harold J. DeFouw and Marinus H. 
DeFouw operate the business. 


Good Housekeeping because every 
product carries Good Housekeeping’s 
Guaranty. This Guaranty is 32 years 
old — old enough to have proved to 
women by repeated experience that 


Everywoman’s Magazine 
25¢ the copy—$2.50 per year 


“I’m going to buy it! 
It’s advertised in Good Housekeeping” 


Women buy products advertised in products advertised in Good House- 
keeping are worth buying. Today 
merchants find more sales are often 
made when they’re able to tell cus- 
tomers: “It’s advertised in Good 


Housekeeping.” 


Good Housekeeping 
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s indicated by the sales figures, as 
follows 


Water Total 

Range Heaters Units 

bebruary 100 41 141 
March 117 149 266 
\pril 201 277 478 
May 321 379 700 
June 408 844 
1,175 1,254 2,429 


he Pacific Gas & Electric Company's 


sales program for the year calls for the 
sale of 7,600 ranges and water heaters 
Ihe campaign is still under way 


G-E Radio 
Manufacture at 
Bridgeport, Conn. 


page arrangements have been made 
by the General Electric Company to 


naugurate the n | 


anutacture ol radio re 
ceivers at its Bridgeport, Conn., works 
Production is scheduled to start the first 
of the year 

Since August 1 the radio engineering 
force has been located at Bridgeport, and 
the radio sales organization has been 
there a number of years 


What Happened 


Cord Men to Expand 
Edueational Drive 


ASED on the good results obtained 
from the Identified Cord Movement 
this past two years, electrical inspectors 
intend to expand the activity and reach 
the general public through organizing 
local educational activities. 
Thus far this plan includes the dis- 
tribution of 25,000 newspapers entitled: 
Electrical Inspection News.” This pub 
lication will go to all of the various 
groups interested in the manufacture ot 
electric energy and the distribution of 
electrical appliances. 
In addition to this, a booklet entitled: 
Safeguarding Electric Service in the 
Home” will be distributed to newspaper 
ind national magazine writers, lec- 
turers, parent teacher and other civic 
groups, including a large number of the 
members of the American Home Eco- 
nomics Society. In addition to this, a 
complete educational campaign which 
includes the booklet, a wall chart, 
stereopticons and home inspection blanks, 


CONTINUED FROM PAGE 7 


will be distributed to schools throughout 
the country. 

The primary purpose of this educa- 
tional campaign is to get the public to 
realize their responsibility in seeing that 
they get uninterrupted electric service by 
observing a few simple safety rules as 
well as insisting on approved, labeled 
cord. This movement is backed by the 
Electrical Cord Manufacturers. 


Refrigerator 
Sales Through 
Grocery Displays 


HE Grunbaum Furniture Company 

of Seattle recently tried the experi- 
ment of installing sample electric re 
frigerators in a number of the 98 Red & 
White Grocery Stores which serve 
various sections of Seattle. At the same 
time a special offer was made of a se- 
lection of Red & White groceries to be 
given away with every refrigerator sold. 
The stores took the names of prospects 
who showed an interest and salesmen 


NEW MINITMASTER. 


model that tells time as a speedometer mea- 
sures miles. Illuminated or not, as 


desired. Molded plastic case, ivory $9.95 


color. Also in black. To retail at 


ingenious new AIRMAN. 


A rich, decorative design, partic- 
ularly appropriate for a gift. In maple or 
walnut, it retails at $6.75. With 


alarm, $9.95. In white onyx as $12.50 


illustrated (also in green onyx), 


at $6.75, either finish. 


ATTACHE. A «mart, all-purpose clock. Gold- 
finish metal bezel and base, with gold-bronze 
lacquered metal back. 


chrome and silver lacquer. To sell $9.95 


With alarm, 


Also in 


SMUG. An amusing duck design in yellow, 
black, or blue. Children will love it and be 
on time for bed—for meals—may- 


be. QUACKER, the same model, with $5.25 


alarm, retails for $6.50. 


SMUG is 


ATTRACTIVE NEW TELECHRON MODELS 
THAT “PLAY TO A FULL HOUSE” 


“Tue Right Time, All the Time, 
House.” That's the theme of the Telechron Fall offen- 
sive. And to help its dealers, Telechron has prepared 


many new models, in smart, appropriate designs. 


Models that will sell! 


These new clocks, backed by a thorough promo- 
tional plan and amusing full-page and half-page ad- 


vertising in The Saturday Evening Post, will make 


sales-curves jump. 


In addition. two entirely new assortments have been 
arranged that will catch the eye and interest of your 


ill Through the 


selling helps. 


clock sales. Or. if you prefer, write to us. 


WARREN TELECHRON 


111 Main Street 


customers. “The Full House Assortment” consists of 
six new and different clocks, each one suited to a differ- 


ent room in the home. This assortment costs you only 


$23.76, and allows you a profit of $15.84. “The Har- 
vester Assortment,” consisting of four Smugs (illus- 
trated above) and two Quackers, opens up an entirely 
new market. Your cost, $20.40. Your profit, $13.60. 
Each assortment is packed with free displays and other 


Get in touch with your local Telechron distributor. 
He will give you the full story on how to step up your 


(Reg. U. &. Pat. Of. by Warren Telechron Co.) ELECTRIC CLOCKS 


COMPANY 
Ashland, Massachusetts 


SELF-STARTING 


called to see them. 
frigerators were sold in two weeks’ tin, 
to prospects obtained in this way and, in 
terestingly enough, according to N. | 
Mello, manager of the electrical depart 
ment, one-half of these new customer 
came from out of town. 


Twenty-four 


> 


San Diego Announe +s 
Fall Campaigns 


COOPERATIVE campaign on 
home lighting will be the first 

tivity of the fall, as announced by th 
Bureau of Radio and Electrical App}; 
ances of San Diego, California. Hitherto 
it has been the custom of the San Dicg; 
Consolidated Gas & Electric Company t 
stage a door to door lamp selling driv 
each fall. This year the electrical dealer; 
will be given a chance to participate, the 
plan of procedure being worked out by 
a joint committee. Radio will also re 
ceive attention in a fall campaign spon 
sored by the Bureau, and refrigeration 
will be featured in a series of radio 
broadcasts conducted for the Bureau 
under the direction of F. M. Raymond, 
superintendent of advertising of the San 
Diego Consolidated Gas & Electric Com- 
pany. The month of December will be 
given over to the annual Christmas cam 
paign on all appliances. 


Culinaire 
Fall Campaign 


HE P. A. Geier Company, manu- 

facturers of Royal Culinaire food 
mixers, are going into an active cam- 
paign in November and December to 
cash in on the gift market. 

Basis of the plan is active demonstra- 
tion and P. A. Geier are offering to 
pay $7.50 of the $12 to $15 weekly 
salaries of demonstrators hired by dis- 
tributors, or by dealers at distributor's 
request. 

In addition, distributor’s salesmen are 
to be paid a special bonus of $5 for sell- 
ing a quota of 15 Culinaires. Each ad- 
ditional ten Culinaires will bring a bonus 
of $3.50. 


U. 8S. Rubber 
Announees New 
Flexible Insulation 


AYTEX, a new insulation derived 
directly from the milk of the rubber 
tree, is announced by United States Rub 
ber Company. According to the manu 
facturers, the new product is so revolu 
tionary, that it possesses properties so 
superior to those of ordinary flexible in 
sulation, that in time all existing codes 
and specifications on wire insulation will 
have to be re-written. 

Among other important claims ad 
vanced for Laytex are: (1) That it is 
the most flexible, (2) that Laytex has 
the greatest tensile strength and resist 
ance to compression, (3) that it has the 
highest dielectric strength and insulation 
resistance. 


Standard 
Stove Offers 
Employee Discount 


TANDARD ELECTRIC STOVE 

thinks it is about time that something 
was done about the saturation of elec 
tric ranges in the homes of electrical 
dealers, utility employees and others d 
rectly engaging in retailing electrical 
appliances. 

Until December 31, therefore, they are 
making a special offer to electrical men 
any range in the current Standard cata 
log (No. 34) will be sold at 52 per cen 
reduction from regular list prices. On! 
one range to an employee, and the offer 
good only for electrical people. 

Electric range users, they say, mak 
the best electric range salesmen—that’ 
the idea back of the offer. 


Automatic Appoints 
Ben Franklir 


HE Automatic Washer Company an 

nounce the appointment of the Be: 
Franklin Electric Company of Seattle 
Wash., as distributor for Automati 
Washers and Ironers in the State ©! 
Washington. 
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Educational lighting exhibit 


One of the halls at the show 
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isualizing 


Home 


OE se 


Manufacturer’s exhibit 


Salt Lake City Holds a Show to 
Demonstrate Housing Plans and 
150,000 Flock to It 


jy ED to coincide with President Roosevelt's plea for the 
improvements in home conditions as a means of alleviat- 
ing the nation’s unemployment, the recent Modernization Ex- 
position of Salt Lake City found a popular response which 
was beyond expectations. Attendance at the exhibit of the 
Utah Power & Light Company alone, which was only one 
part of a show that occupied the entire floor space of a former 
large department store, was counted by the electric eye at very 
nearly 150,000. 

The power company’s exhibit itself occupied approximately 
2,700 sq.ft. and included two complete houses, besides a demon- 
stration of the science of lighting, a general exhibit of the com- 
pany’s system and varied domestic, commercial and indus- 
trial service, and a model set-up of store fronts and interiors 
sponsored by the commercial lighting department. 

The science of seeing was visualized by a series of exhibits 
which carried the history of lighting from the cave man to the 
present day. Five large paintings and several niches devoted 
to Light-sight demonstrations brought home the advantages 
of sight conservation through proper lighting. A cost of 
light display and an exhibit of electric clocks arranged to de- 
pict the reliability and constancy of electric service completed 
this portion of the exhibit 

Modern lighting was also featured in the model homes on 
display. Concealed wall and ceiling lights were so arranged 
that illumination at night in some measure duplicated that of 
daytime, thus displaying the furnishings of the room at all 
times to the best advantage and providing light for reading 
purposes, both day and night, in adequate amounts and from 
the proper angle. Great interest was shown also in the mode! 
kitchen. The farm home, which was displayed on the main 
floor, emphasized the importance of electric service in an iso- 
lated dwelling, where ordinary city conveniences are not avail- 
able. Garden and back yard lighting were also demonstrated. 
The entire exhibit was air cooled and conditioned. 


Model Farm Home 
built at Salt Lake's 
Modernization Show 


Examples of store front lighting 


A view of the model kitchen 


Living room lighting demonstrated 
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The famous G-E Monitor Top 


s universally used as the symbol of 


Electric Refrigeration 


* IN THE MOVIES + IN NEWSPAPER AND MAGAZINE ILLUSTRATIONS + IN MINIATURE KITCHENS * EVERYWHERE! 


ITH its distinctive design—with the famous G-E mono- 
W gram and the greatest name in electricity to further 
distinguish it—the General Electric Monitor Top has become 
the best known refrigerator in the world. Whenever and wher- 
ever household electric refrigeration is pictured or symbolized, 
the General Electric Monitor Top is invariably used. It has won 
universal recognition as the leader in modern refrigeration— 
the world’s standard of electric refrigeration excellence. 


The G-E Monitor Top is the refrigerator Star of the movies. It 
has played a leading role in the kitchen scenes of nearly 100 
feature pictures. When the kitchen flashes upon the screen, 
people in the audience whisper “that’s a G-E”. To the General 
Electric owner and dealer there comes a tinge of pride. 


Prominent national advertisers know the attention value of 
the G-E Monitor Top. Campbell Soup is now using a window 
and counter display miniature cut-out of the Monitor Top to 
feature a new product. Nash Motors picture the Monitor Top 
in current magazine advertising. 


Newspaper cartoonists, keyed to what the public likes to see, 
sketch the Monitor Top in kitchen scenes in their strips. A 
reproduction of such a strip, featuring Bud Fisher’s famous 
comic characters, “Mutt and Jeff”, is shown at the left. 


Even in toys, doll house furnishings often include a miniature 
Monitor Top for the tiny tot’s kitchen! This unique recognition 
is evident as far away as Germany and Japan, where little kitchen 
toys are never complete without a Monitor Top refrigerator. 


General Electric pays nothing for all this advertising. It is free 
by reason of the fame, popularity and public acceptance that 
the Monitor Top justly enjoys. Its value to General Electric dealers 
cannot be measured in dollars and cents. 


Shoppers can see all three 
types of electric refriger- 
} ators at the General Elec- q 
tric dealer's—the G-E 
Monitor Top,G-E Flat-top 
— and G-E Liftop models. 
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And for the General Electric dealer, 
a G-E refrigerator sale is only the 
beginning! Rach customer becomes a 
preferred prospect for «// appliances 
in the complete General Electric 
the G-E Range 
and G-E Dishwasher... . Models 
and sizes for every requirement. 


To win this amazing recognition, the G-E Monitor Top sealed- 
in-steel mechanism has established an unparalleled record of 
dependable, trouble-free performance in more than a million 
homes. Today, 97% of the G-E Monitor Top refrigerators in use 
5 years are still giving satisfactory service in homes of original 
owners. General Electric now gives 5 years’ protection against 
failure of the Monitor Top sealed-in-steel mechanism for $5— 
only $1 a year. General Electric Co., Specialty Appliance 
Sales Department, Section DE11, Nela Park, Cleveland, Ohio. 


THE GENERAL ELECTRIC KITCHEN 


Loans may now be obtained by home owners for kitchen 
modernization, through the National Housing Act. Borrowers 
may have up to 3 years to repay the loan. This new govern- 
ment activity brings the modern G-E Kitchen much nearer 
the goal of thousands of women; increases the G-E dealer's 
opportunity for complete General Electric Kitchen Sales. 


GENERAL ELECTRIC 


There is a General Electric 
Refrigerator model and 
size for every family, every “ua 
income, priced as low as 


(plus freight and 
5 year protection plan). 
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When the executive sales staff of Electromaster, Inc 
themselves on reaching a new company sales record 


, met in Detroit recently they congratulated 
In the above group are (front row, from 


left to right): H. H. Munro, W.R. Winans, Gerald Hulett, Vice-President, and General Sales 
Manager; R. B. Marshall, President and General Manager, Emil Heinrich, Fred C. Lowber, and 


H. L. Joseph Humphrey 
and J. E. Harding. 


Five corps of instructors left GE's Nela Park recently 
on a three months’ instruction tour on lighting. Here's 
one group composed of Stephen M. Litscher, Alston 
Rogers, Mary Webber, and Frank B. Lee 


R. E. Imhoff, sales manager of 
the merchandising division of 
the Westinghouse Company, 
likes to spend his spare mo- 
ments clipping strokes off his 
golf score 


Director of utility sales Campbell 
Wood and R. |. Petrie, domestic 
sales manager of the Kelvinator 
Corporation, take a vigorous con- 
stitutional during a recent outing. 


| 
e 


Rear row: Linn Reid, Walter Ayers, R. Russell Brown, Ernest Cantile 


Standard 


The men are: Fred Prentice, J. E. 


The yey H. Eberhard Company of San Francisco sent their sales force to visit the plant of the 
lectric Stove Company, Toledo, recently and here they are lined up around a special 
egan, P. F. Goertz, F. M. Bostater, F. J. Brown, V. E 


job. 
Chamber, P. C. Tiedeman, J. H. Shinberg, H. H. Hansen, F. N. Cuthbert, M. J. Hughes, H. C 
Hyland, A. O. Berg, W. W. Nelson and C. A. Pierson, Standard’s president. 


Rufus G. Dawes, president of the World's Fair, greets Kelvinator officials. 
(Left to right) Vance C. Woodcox, director of advertising; 
mestic sales manager; L. C. Wiswell, of Chicago; Campbell Wood, director 
of utility sales; H. W. Burritt, vice-president; E. A. Seibert, service manager; 


etrie, do- 


George W. Mason, president; Mr. Dawes; H. G. Perkins, vice-president; 
and R. J. Sheu. 


John M. Wicht, 


manager, 
Home Laundry Equipment 
Sales, General Electric, looked 
pretty pensive when this shot 
was snapped at a home laun- 
dry equipment meeting 


in this shot. 
in their calculations. 


President George W. Mason and Treasurer 
Howard Lewis of the Kelvinator Corpora- 
tion are doing some pretty earnest figuring 
ey are never very far off 


Few people know that Walter 
K. Voss, secretary and general 
manager of Voss Bros. Mfg. 
Company, Davenport, la., is 
not only a Presbyterian church 
soloist but a radio artist. 


factory recently. 


And here is L. L. Shawber, 
manager Home Laundry Equip- 
ment and Vacuum Cleaner 
sales for the Westinghouse 
Company, lighting up after a 
particularly tough sales session. 


A bunch of distributors got together at the Frigidaire 
Here is a candid camera shot of 
vice-presidents H. W. Newell and W. F. A 
at lunch. 


L. H. Bennett, former president 
of Electric Appliances, Inc., of 
San Francisco goes in for sails. 
Here he is shown aboard his 
own yacht. 


rmstrong 


new electric 
S. T. Kiddoo, H. 
Glasser, R. H. Morse, President, Fairbanks- 


Another shot taken at the Fair. Frank R. Pierce (center) 
Frigidaire sales manager, greets two Frigidaire men in 
charge of the air-conditioned house. 
people passed through the house every day. 


Thousands of 


W. T. White, sales manager 
of the Horton Manufacturing 
Company, Fort Wayne, Ind., 
took his first solo flight by 
airplane recently. 


RADIO - REFRIGERATION 
WASHING MACHINES 


Fairbanks-Morse executives around their 


refrigerator. Left to right, 
Mortimer Frankel 


Morse & Company. 
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EHRLICH 


President of the Electrical 
Trade Publishing Com- 
pany, Chicago, Howard 
Ehrlich has been made vice 
president of the McGraw- 
Hill Publishing Company 
in charge of all electrical 
publications including 
Electrical Merchandising. 


MeGraw-Hill 


Howard Ehrlich, president of the Elec- 


trical Trade Publishing Company, Chi- 


ago, publishers of Electrical Wholesaling, 
Electrical Contracting and Mill Supplies, 
vice president of the 
McGraw-Hill Publishing Company in 


charge of all electrical publications. In 


ddition to the publications mentioned 
above, which will be moved to the Mc- 
Graw-Hill Building in New York City, 
Mr. Ehrlich will have supervision over 
Electrical World, Electrical Merchandis- 
ing, Radio Retailing, Electronics, and 
Electrical West. 

Arthur P. Hirose, since 1928 Manager 
if the Market Analysis and Sales Promo- 
tion Departments of the McGraw-Hill 
lectrical and radio publications, is re- 
signing, effective October 15th, to become 
Director of the Research Department of 
the McCall Company, New York, pub- 
ishers of McCall's Magazine, Redbook 
Vagazine, and Bluebook. Prior to 1928 
Mr. Hirose was a member of the editorial 
staff of Electrical Merchandising and 
Electrical World. 

Mr. Hirose is a charter member of the 
\merican Marketing Society and has 
een a contributor to Advertising Arts, 
ddvertising & Selling, Better Homes & 
Gardens, Electricidad en America, En- 
yclopedia Britannica, Printers Ink, 
Printers Ink Monthly, Radio Retailing, 
ote 

General Cable 


George Sherry has been appointed gen- 
ral sales manager of the General Cable 
Corporation, New York. 


Leonard 


H. H. Dobberteen, for the past 10 years 
ngaged in advertising work with Inter- 
ational Magazine Co., Dodge Bros., 
Brooke, Smith & French; and Kelvina- 
tor Corp., has been named Assistant Ad- 
vertising Manager for Leonard Re- 
frigerator Co., according to an announce- 
ment issued today by Sam C. Mitchell, 
Leonard Advertising Manager. 


Westinghouse Electric 
Supply 


to a recent announcement by 

. A. Merrick, President of the Westing- 
louse Electric Supply Company, Bon- 
ell W. Clark has been appointed Vice 
President and General Manager of that 
ompany and both H. N. Gansman and 
R. J. Holtermann, Vice Presidents. 
“Mir. Clark joined the Westinghouse 
ommercial Investment Company as a 
Special Agent in 1925, later becoming 
\ssistant to the Vice President, and in 
1927 receiving the appointment of Gen- 
‘ral Manager of that Company. When 
the company name was changed to West- 
nghouse Electric Supply Company, Mr. 
Clark retained his position as General 
Manager. His previous connections have 


HIROSE 
Since 1928, manager of 
the Market Analysis and 
Sales Promotion depart- 
ments of the McGraw-Hill 
electrical and radio pub- 
lications, Arthur Hirose 
resigned recently to be- 
come Director of Research 
for the McCall Company. 


MALCOM 


For several months acting 
as Trade Practice Counsel 
for refrigeration distribu- 
tors in Chicago, H. A. Mal- 
com has recently been ap- 
pointed to the manager- 
ship of the retail division 
of the Westinghouse Elec- 
tric Supply, Chicago. 


been with the Robertson Electric Com- 
pany, Buffalo, N. Y., (now Robertson- 
Cataract Elec. Company); the Gould 
Storage Battery Company, as General 
Sales Manager; and later with the Gil- 
lespie Eden Corporation. Mr. Clark’s 
headquarters are located at 30 Rocke- 
feller Plaza, N. Y. C. 

Mr. Gansman has been with the West- 
inghouse Company during his entire busi- 
ness career and, in 1920, when Westing- 
house decided to build up a chain of dis- 
tributing, he was given the management 
of the first institution they acquired. In 
1931 he came to New York to become 
General Sales Manager of the Westing- 
house Electric Supply Company. 

Mr. Gansman’s headquarters are at 150 
Varick Street, New York. 

R. J. Holtermann, whose headquarters 
are in the San Francisco offices of the 
Westinghouse Electric Supply Company, 
has spent his entire business career in 
the electrical supply business. He started 
with the Holabird and Reynolds Elec- 
trical Supply Company in San Francisco. 
This concern later became part of the 
Fobes Supply Company which, in 1923, 
was acquired by Westinghouse interests. 
In 1932 Mr. Holtermann was made dis- 
trict manager for the Westinghouse 
Electric Supply Company's entire opera- 
tions west of the Rocky Mountains. 

The announcement of the appointment 
of Mr. H. A. Malcom to the managership 
of the Retail Division of Westinghouse 
Electric Supply Company in Chicago has 
been made recently. 

For the past several months he has 
acted as the Trade Practice Consul for 
the refrigeration distributors in Chicago. 


Stern Bros. 


James Goold, director of publicity and 
promotion at Stern Brothers, New York 
City has been appointed merchandise 
manager of all home furnishings depart- 
ments, it was announced yesterday by 
W. O. Riordan, president of the store. 


Donahue & Coe 


Donahue & Coe, Inc., New York ad- 
vertising agency, announces the addition 
to its executive personnel of Andrew E. 
Holmes as Vice President. During the 
last twelve years Mr. Holmes has been 
associated with the Philadelphia and New 
York offices of N. W. Ayer & Son, Inc., 
during which time he served as an execu- 
tive on many of that agency’s important 
accounts. 

A notable achievement in his advertis- 
ing and promotional career was the in- 
vention of the “Sunkist” electrical fruit 
juice extractor. The California Fruit 
Growers Exchange engaged him to study 
their problems and recommend methods 
for increasing the use of lemons and 
oranges for beverage purposes. His in- 
vention of the extractor is credited with 
more than doubling the consumption of 
fruit juices during recent years. 
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FITZGERALD 


Coffee Grinder 


Slicer and Shredder 


Meat Grinder 


with juice extractor 
520.95 Denver and West “$21.95 
348 45 without juice extracto 


Model D gives you these strong 
selling features! 


Today people buy on values—features that give the plus values that make 
the sale. 


Concentrate on Model D Magic Maid—the mixer with plus value features! 


Modern Design. Model D is superbly beautiful with the rich contrast of its large black 
Bake lite handle and + ed jade green finish and sparkling opalescent bowls to 
match (or ivory finish 


Efficiency. Model D wa a powerful 3- apesd motor, performing its every task with 
ease and efficiency. No radio interference 


Two-position handle. 100% convenience in portability. Lifts off stand with hand 
in vertical position. Greatest ease of use at stove in horizontal position 


Dual-dise Revolving Platform—an feature—gives instant change from large 
to small bow! without removing platf 

Tilt-back Motor. Important for quick yn or detachment of beaters. 
Adjustable Motor Height. Greater ease and efficiency in beverage mixing 

Labor Saving Attachments. Model D has a most useful line—and at easy-to-buy 
prices 

Sold without Juice Extractor. Now you can offer Magic Maid Model D at only $18.45 
($19.25 in West). Overcomes sales resistance of women who do not need extractor 
Send today for complete Magic Maid successful selling plan. 


Order Magic Maid and STAR-Rite Appliances through your jobber 
THE FITZGERALD MFG. CO., TORRINGTON, CONN. 


Motor tiits back. Note 
convenient position of 
hand on handle. 


Two-position revolving platform exciusive with 
easier Magic Maid. Small bow! revolves just as 
bow!. 


Fruit-juice extractor has 
le 
handling for different uses. eMiciently as large 


lowest center of gravity 
Cannot tip over. 


Impossible ?..NO!... Here Ith! 


F YOU are dissatisfied with 
the small profits and grief 


You’re skeptical, of course. You've 
heard the same story before. But, if 
connected with the sale of ordi- _—- you're vitally interested in building 
nary washers... listentothis! +* profitable, a truly profitable 

pt a washer volume, you'll send for the 
The New “THERMO” by Boss “Thermo” facts right now! 
The new Boss “Thermo” is so dif- Other dealers were skeptical, too, 
ferent, so unusual, so outstanding UNTIL they put the “Thermo” on 
that it enables you to make big-unit 


mal their floor—but you'll be amazed 
sales, in the same time it takes to when we tell you of their experience. 
sell a cheap washer . . . and enjoy 


proportionately bigger profits. Write for bigger-profit proofs now! 


THE BOSS WASHING MACHINE COMPANY 
Norwood Station, CINCINNATI, OHIO "4 
Manufacturers of Boss Quality Washers Since 1889 . 


BOSS THERMO WASHER 
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Yes,We Have No Bananas 


Depleted stocks mean depleted business. 

During the past several years the local managers of 
three great electrical wholesaling chains have been mer- 
cilessly hammered to reduce stocks of “slow movers.” 
Chey did so—and with a vengeance. They depleted 
stocks to the point where they did not even carry samples 
of some items. From a bookkeeping standpoint this 
is very good business. From a business standpoint it is 
commercial suicide. 

In the state of Ohio, a utility company 
lighting engineer, abetted by the representative of a 
lamp manufacturer, sold a very swell lighting installa- 
tion to a large department store. The sale was made 
from a pretty picture ina catalog. “But,” said the buyer, 
“before I issue a firm order for this allegedly excellent 
junk, I would fain see a sample.” So the two lads, able and 
enterprising laborers in the vineyard of Edison et als., 
got into their car and hied them to the nearest whole- 
saler for a sample. He had no sample, though the item 
was as staple as ham and eggs. To make a long story 
short, these two men canvassed together every whole- 
saler in the state of Ohio, save only those in Cleveland 
and Cincinnati, and found no sample—though the item, 
, was as staple as gas and oil. In the end, one 
went to Cincinnati and the other to Cleveland, and each 


For lookee: 


we repeat 
got a but the best delivery they could get on a 
couple of dozen units was seven weeks—the manufac- 
turer had to make ‘em up. 

Now we protest that this is no way to build business. 
The incident is not unusual nor exaggerated. A manu- 
facturer of the new study lamps, required five weeks to 


samt 
allipie, 


fill an order for five lamps, not one of the units being 
carried by a wholesaler and not one in his own ware- 
house Another manufacturer had an order for a few 
units cancelled after a month during which he attempted 
to get raw materials to make up a handful of something 
which ranks with BX and 60-watt lamps in terms of 
staple requirement 

We agree that in times such as we have been passing 
through a very stringent stock control policy is the price 
of survival tut we also maintain that astringency may 
well mean atrophy when carried too far. And it has 
been carried too tar 

One of the chief reasons why we as an industry are 
not doing more business 1s because we have not the 
merchandise available with which to do more business. 


Let Grandma Do It 


A lot of electrical men who are wondering just how 
some business through the agency of the 
administration’s Federal Housing Act, might borrow a 
note from John L. Godfrey, a Louisville, Ky., real 
estate man 

That alert gentleman thought he saw more than 
alphabet soup in the government’s drive to modernize 
the country’s dwellings. He went through the usual 
motions at first: advertised for salesmen, handed them 
pep talks about the possibilities of new business and 
its accompanying commissions and all the rest of it. 
No go. Nine of them listened politely but wearily; 
five tried to borrow money from him and one lone wolf 
brought in a prospect. 

Mr. Godfrey, who can take it, tried another tack. 
He stuck an ad in the classified columns: “Wanted: 


ley can get 


Mature woman to help in housing work.” In two 
weeks, a sales organization of grandmothers brought in 
$27,000 worth of home modernization work. 

It was a natural from the beginning. Of the 54 
women responding to the ad, half of them were sold 
on the idea of taking a bunch of housing booklets and 
jumping into business on a commission basis. One 
67-year-old grandmother phoned in 26 prospects. Two- 
thirds of them were no good but the balance have esti- 
mates totalling $8,000 worth of work. 

We repeat: There are a lot of active women around 
every community. They know their kitchens and their 


houses. Why not “Let Grandma Do It?” 


Mahatma Ghandi’s 
Pants 


A tragedy impends in this Better Light-Better Sight 
activity due to the fact that a number of utilities, de- 
partment stores and other vendors of lighting merchan- 
dise apparently can see no way of promoting the science 
of seeing except by price appeal. 

There are three factors in merchandise movement, 
as every schoolboy knows. The first is the creation of 
a desire, the second is to demonstrate or by other means 
convince the prospect that the merchandise offered 
satisfies that desire, and the third is price. To use 
the price appeal to move something which nobody 
knows he wants in the hope that mere price will cause 
him to want it, is obvious futility. You couldn’t sell 
five dollar pants to Mahatma Ghandi for sixty-nine 
cents. 

Yet that is exactly what some people in this business 
are trying to do. They are saying, in effect, “Lookit, 
Mr. Ghandi, pants for only sixty-nine cents!” “But 
I have no desire for pants,” replies the good Mahatma. 
“Don’t bother about your desire—forget the pants— 
just look at the price!” 

By such illogic are many merchants jeopardizing the 
greatest sales opportunity the lighting industry has 
ever known. 


Medicated Lighting 


The reason kids don’t like spinach is because it is 
good for them. That is the way human nature oper- 
ates. As we recall our meagre vignettes of history, only 
one character stands out as doing the things that were 
good for him, and that was Benjamin Franklin, the 
world’s most appalling prig. 

We mention this human failing because it affects 
our business. In the development of the Better Light- 
Setter Sight movement, the optical fraternity was en- 
listed this year. The patnership between light and sight 
is obvious. Good eyes cannot see in poor light and 
poor eyes cannot see in good light; ergo, the true 
objective is good eyes served by good light. 

But the optical johnnies are by way of taking the 
bit in their teeth. They are stealing the show. They 
are putting light on a therauputic basis and one wonders 
whether, if this thing keeps up, we won't have to consult 
an eye specialist for a prescription before we are per- 
mitted to buy a portable lamp. 

A burlesque suggestion, of course, but nevertheless 
one which we may well use as a gentle brake upon 
this tendency to medicate lighting. We certainly do 
not want to make spinach out of our portable lamp 
business. 


All-Employee Activities 


A pernicious thing, we believe, is that form of beg- 
garism by utility companies known as the “all-employee 
activity.” The idea is that the utility’s truck drivers, 
book-keepers, vice-presidents and switchboard operators 
should go out after hours with a tin cup, a piece of 
lead pipe and a lamp bulb, and forcibly persuade or 
cringingly beg their neighbors, friends, grocers, liquor 
suppliers and others whom they may be able to wheedle 
or coerce into buying something which may be pur- 
chased in orderly manner in a regular store. 

If the Pennsylvania Railroad should send out its red 
caps, superintendents of motive power, enginemen and 
track walkers to peddle tickets—if the Great Atlantic 
and Pacific Tea Company should send out its district 
supervisors, display men, purchasing agents, clerks 
and warehousemen to peddle canned soup—if Shulte 
should send out his stenographers to peddle Honest 
Scrap and Luckies from house to house on their own 
time—you would have an ethically comparable operation. 

The “all-employee activity,” we repeat, is beggarism 
or coercion. It certainly is not business. And it cer- 
tainly does not befit the dignity and integrity of the 
utility industry. 


LETTERS 


EDITOR: 

Your magazine, Electrical Merchandising, has caused \r 
Company and the writer no little embarrassment, du 
your Midwest Newspaper advertising report as pub! | 
on page 38, July issue. Discrepancies of this report 
noticed in your June issue and it was our intention t 
your attention to the fact. 

We measure very carefully all advertising devoted to « 
trical appliances run in all ‘win City papers, which is 
piled into monthly reports. Consequently we herewith | 
the comparison showing your figures for Minneapolis 
what our report shows, and | think you will agree we , 
just cause for bringing this to your attention. 


Merchandising N.S.P. Co 
Report Report 

Washers and Ironers ...... 170 
Small Appliances ......... . 4 14 
Air Conditioners 8 38 
Water Heaters 140 

491 2178 


To accept the leading papers’ lineage, as your report ind 
cates, cannot be accepted as a barometer of what the indy 
try is doing to promote electrical appliance sales thr 1 
newspaper advertising. Further, the reaction our dealers vet 
to this report is negative, whereas if they were given t 
true picture it would have a stimulating effect. 

Would you mind telling us what Minneapolis paper 
are measuring ? 


e 


i. Losry 
Sales Promotion Departme) 
Northern States Power ( 
Minneapolis, Min 


* * * 


We agree with you that this table cannot | 
considered a barometer. It is merely a group oi 
straws in the wind that shows which way pro 
motion is blowing. 

When first contemplated it was realized that 
to present an accurate barometer would entail 
checking every newspaper in a city, and all the 
direct mail. This, of course, meant an over- 
whelming and sometimes impossible job. 

On the other hand, the important promotions 
nearly always appear in the leading newspaper 
of a city. In Minneapolis it was felt that the 
Journal was the first paper from a standpoint of 
electrical advertising. Obviously, a daily check 
of the Journal would give a bird’s eye view oi 
what was going on in Minneapolis. It would 
not reveal the total amount of advertising, but 
no important campaign could start without show 
ing up. 

In effect this table is a sort of tip sheet—som 
thing that reveals to the busy promotion man 
what other executives in other cities deem worth 
while pushing. The promotion man in most firms 
is curiously isolated. He has little idea of what 
is going on save what he sees in his local papers, 
and what salesmen tell him. 

Now if you, in Minneapolis, should persist in 
advertising air conditioners, for instance, it wou! 
shortly reveal to a merchandise man in Tulsa, 
Oklahoma, that air conditioners were worth push 
ing. If he saw them advertised in many cities, 
he could be doubly sure they were going places 

In order to prevent any future misunderstand 
ing as to what the table really is—a tip shee! 
rather than a barometer—-the table will be heade« 

Straws that Show Which Way the Promotion 
Wind Is Blowing. 

Approximate inches of advertising devoted \ 
various appliances in the principal newspaper ot 
each city. 

We say “approximate” as we are unable t 
check every newspaper with accuracy, so many 
copies fail to arrive. ED 


EDITOR: 

I got quite a kick out of reading your article in the October 
issue of Merchandising, called “Design for Selling.” As |! 
read through the article, my enthusiasm flagged a bit wien 
I noticed that the Imperial range, a picture of which you 
carried was not given its true significance. It is not sur- 
prising that some confusion still exists as to the separate 
existence of a General Electric line of ranges and a Hoty int 
line, inasmuch as that both spring from what three years 
ago was known as the General Electric Hotpoint line ©! 
ranges. 

Inasmuch, however, as the Imperial range was conceived 
of here in Cleveland, and the design executed exclusively ‘or 
the General Electric line, you can understand our s!ilit 
twinge of disappointment. Don’t misunderstand me— tie 
Hotpoint line is a wonderful line of ranges, but the Gencral 
Electric line in its Imperial has something that no ot!er 
manufacturer in the business approaches, and we would |:ke 
to see it recognized as such. 

J. R. Pores 
General Electric 
Cleve! 


EDITOR: 

Your cover of your August number of Electrical \ ‘cr 
chandising greatly appreciated by us. We used it on a » 2" 
with appropriate copy, resulting in the securing of m "Y 
prospects out of our store traffic, and at least, fifteer 
twenty sales. 

Why not give us more covers that can be used by us 

Joun R. SHA 

Sales 

° Sears, Roebuck & 
West Philadelphia, 


<4 


ELECTRICAL MERCHANDISING—NOVEMBER, 1734 


eTon 
1935 M 
that yc 
the str 
this br 


YOV] 
servic 
ful, p 
and fi 
value 
the 
trans 
leled | 
ing di 


| 
| 
— 
| 
? 
| 
—— 


ny 


D 


a = & 


¢ To make sure of your full share of 
1935 MAZDA lamp business, be sure 
that you subscribe this month for all 
the striking S displays shown in 
this broadside. 


NOVEMBER is the month to subscribe for G. E’s new display See this broadside to get the complete story of the new 1935 


‘ervices for MAZDA lamps— including: (1) a series of power- display services, Beautifully lithographed in five colors, one of 
ul, pre-tested displays carefully spaced throughout the year these broadsides showing color pictures of all the new displays 
and full of human interest, sales appeal, novelty, and attention will give you convincing reasons why you should subscribe 
value ; (2) a marvelous new metal and wood display device— _ ndw for the 1935 display services. If you haven't already seen 
the Flexilight” Base which permits unlimited flexible display _ this broadside, ask your nearest General Electric supplier to 
‘trangements and all sorts of lighting effects; (3) an unparal- show you one. General Electric Co., Nela Park, Cleveland, O. 


led assortment of lamp holders, price cards and merchandis- 
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HERE were a lot of the new I. E. S 

Study and Reading lamps advertised 
this month. Power companies didn’t do 
the whole job, by any means. The depart 
ment stores rightly saw in this merchan 
dise the opportunity to dramatize their 
lamp departments to the public and, inci- 
dentally, sell a lot of the study lamps 
Some of them even built special demon- 
tration booths to prove the amount of 
light given by the new lamps and to dif- 
ferentiate them from lamps designed for 
purely decorative purposes 


New York 


Macy was timely in advertising GE 


high-intensity S-1 Sun Lamps at $37.50 
(regular $52.25 With the waning 
autumn sun and a lot of summer tans to 
be preserved, the appeal of a sun lamp 
ame at the right time . Other Macy 
offerings included an automatic electric 
ron at $3.94, 50 “simple control” electric 
roners at $36.95 and an unnamed three 
slice automatic toaster, chrome-plate at 
$10.94 \fter the drug store $1 offers 


that comes as a refreshing sign. Other 
stores please copy! 

Bloomingdale’s did their usual active 
job offering among other things a Thor 
washer, ironer, wringer combination at 
$69.98 (no down payment), 15 cents a 
day; a similar laundry combination on a 
Meadows at $69.50; a $79.90 “Kompakt” 


washer-wringer at $49.98; and a ditto 
combination on a “1900” at $69.98. In 
fact the major part of their space went to 
this three-piece laundry combination— 
and they take impressive space. Another 
offer was a Lexington vac at $19.98. 

Gimbel’s advertised a Maytag washer 
and rinse tub at $49.95, a General Elec- 
tric vac at $19.95, a chrome, de-luxe 
“Grillette” at $1.95. ... Ludwig Bau- 
mann had a laundry combination at 
$49.95, a mixer at $8.95 and a vac at 
$19.95 in addition to a line of Westing- 
house heating appliances. 


Loeser’s in Brooklyn had a Mixrite 
mixer among other housewares. . . It 
was priced at $9.98. Sunbeam was an- 
other mixer they gave space to at $16.69. 
Other items included Apex washer- 
wringer at $59.50, percolator sets at $8.99, 
irons at $1.98. Abraham & Strauss ad- 
vertised Seth Thomas electric clocks at 
$3.95 to $8.98. Other space takers in the 
New York area: Hub Vacuum Stores 
with Hoover rebuilts going at $12.75; 
Eureka Vacuum Cleaner Company; 
Buschs Kredit Jewelers offering Edison 
mixers at $9.95 and GE cleaners at $19.95. 
The oil burner people tapered off from 
the highs of September but Delco and 
General Electric were energetic adver- 
tisers. Westinghouse took space on their 
washer and ironer. 


what was 


Advertised 


Philadelphia 


Chief point of interest here was the 
Electrical Association’s Electric & Radio 
Show which ran from October 8 to the 
13th. Crowds this year were bigger than 
ever. Philadelphia Electric kept up their 
promotion throughout the month, Ready 
Kilowatt pointing out the advantages of 
I. E. S. Study lamps, electric ranges, 
ABC table top ironers at $94.50 and ABC 
washers with pump at $79.50 cash. One 
of the company’s range offers was on a 
Graybar-Crawford four-burner, table top 
selling for $99.50 cash. 

Wanamaker's plugged Maytag washers 
at $49.95 in addition to an unnamed 
brand washer and ditto ironer both going 
for $39.50. . . . They had good space on 
heaters, toasters, coffee-makers, irons and 
waffle-irons. . . . Lit Brothers also went 
Maytag with a similar price offer to 
Wanamaker’s—$49.50. . . . Strawbridge 
& Clothier told the public that they had 


THIS LITTLE TUBE 
PERFUMED CRYSTALS 


THE 
AROMADOR 


A standard feature 
on Hoover Models 
800 and 925. It dis- 
penses a fresh fra- 
granceas thecleaner 
is operated. Can be 
turned on oroffat will. 
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helping dealers 
still ‘more 


sel. 


To men accustomed to thinking of electrical 
devices in terms of r.p.m.’s a capsule of fra- 
grantcrystals may seem of minorimportance. 
But to the woman who cleans a house, an 
electric cleaner improvement which enables 
her to freshen the air as she cleans—replace 
the odor of stale cigars and cabbage with a 
clean, bracing aroma—is highly exciting news. 

Such is the Aromador, the newest Hoover 
feature for air freshening during cleaner op- 
eration. Its introduction has brought highly 
satisfying results to those merchants who sell 
Hoovers. Salesmen have a new means of 
gaining prospectinterest at the door—a wider 
cleaner usefulness to sell. The idea works— 
just as well as the device functions. Hoovers 
equipped with the new Aromador sell more 
easily than ever. Dealers profit once again 
through Hoover leadership in offering con- 
stantly improved cleaning service to users. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


EVERY HOOVER SALE 
IS A DEALER SALE 


just opened two demonstration rov ms to 
demonstrate Better Light-Better Sigh; 
and that, in addition, they had got hold of 
500 electric mixers, unnamed, to sel] 
$9.95 and some chrome electric gril! 
$1.95. 


Boston 


Jordan Marsh Company offered 
reduction” on a GE refrigerator adver 
tising a 4.3 cu.ft. box at $128—$5 dow, 
and 15 to 25 cents a day depending on thy, 
amount. ... Summerfield’s had Eas 
washers at $44.50. . . . Hovey’s who op 
erate a GE department offered GI 
washers at $74.50 (50 of ’em going, origi- 
nally $109.50) and a line of Hotpoin: 


heating appliances. . The Edisor 
Shops took bold space on n Easy ironers at 
$69.50, “reduced from $79.50”. . . . Ray. 


mond’s, the famous and colorful cut-price 
establishment whose slogan is “Wher 
You Bot the Hat” announced that Unck 
Eph was in town and was likely to | 
a-buyin ’of one of these _ Graybar 
Ilgkold refrigerators. ... / A 64 cu. ft 
model was listed at $137.50, delivered an 
installed with one year’s service and a 
54 cu. ft. model was featured at $129.5 
ditto. . ... Timken did some oil burner 
advertising. 


Buffalo 


Adam, Meldrum and Anderson led the 
department store parade with a good a 
on I.E.S. Study & Reading lamps selling 
for $6.95. ... They followed that y 
with space on Toastmaster Hospitalit 
Trays at $21 and Blackstone washers 


$46.75. . . . J. N. Adam offered toaster: 
at $1, streamlined automatic irons a 
$3.95 and waffle irons at $2.98. . . . The 


also advertised Servel electric refriger 
ators at $79.50 and Voss washers at 
$54.95. ... 

Larkin’s plugged elec kitchen clock 
at $1.95, Apex washers at $49.50—$ 
down—and GE refrigerators, no dow 
payment, 15 cents a day. . . . Sears, Roe 
buck offered Kenmore washers at $36.95 
and a combination § washer-ironer 
Schwegler Bros. told th 
public they had Easy washers going for 
$44.50, Kelvinators at 10 cents a da) 
(Refrigerators don’t seem to have a prict 
any more; they are ten, fifteen or twenty 
five cents a day). . . . Victors countere 
with a Colonial washer at $32.95, a break 
fast set of dishes and cutlery plus toast 
at $15.95, Speed Queen washers at $39.95 
(plus iron and accessories) and _ iron 
and toasters at 98 cents. .. . 

Key’s take small space in the Buffal 
papers almost every day and advertis 
heating appliances. Samples: chrome 
waffle irons at $3.20—20 cents down and 
20 months to pay!—automatic irons 2! 
$3.20 ditto terms, mixers at $9.20 ditt 
terms, Dominion toasters at 78 cents 
electric hair dryers at 98 cents. . . . It’s 
a jewelry concern. .. . Erion’s were an- 
other Buffalo house to offer Easy washers 
at $44.50.... Edward’s advertised 
Blackstone washers at $44.50, $54.50 and 
$79.50... . Hamlin Air Conditioning 
took space on GE oil burners. 


Albany 


W. M. Whitney, apart from a smas! 
announcement of a solid carload of Easy 
washers to be sold at $44.50, announce 
that they were lighting headquarters 10 
the town. Flint & Kent followed th 
lead with offer of a study lamp 2 

Biggest advertising job of the mont! 
here went to Standard Furniture with 
pages in the tabloid Albany Evening 
News announcing the opening of the! 
electrical department. Sample offers 
Philco radio $20 to $175, Grunow ° 
frigerators from $139.50 to $265, Le nat’ 
refrigerators at $79.50, Thor electri¢ 
servants and a complete line of Tho’ 
washers and ironers and RCA-\ icto 
radio. : 

Adels-Loeb, Inc., offered 500 
Haven electric clocks at $15.95 
New York Power & Light, Nia: 
Hudson System subsidiary did a ba 7 Up 
job on advertising the new I.E.S. study 
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News from the merchandising fronts 
in major distributing areas ... What 
appliances were specialed 


iamps—charts, cartoons and all the fixin’s. 
Fern's knocked a nickel off popular washer 
prices by offering a One-Minute at 
$44.45....B. Berinstein offered a 
Faultless with washer accessories at $37. 
snd Westinghouse plugged washers, tied 
n with Allen-Ingraham. ... Mont- 
gomery Ward hit a new low for chain 
sore washer prices with a $29.95 offer 
on a Wardway. 


Baltimore 


Another good job on the study lamp by 
Hoschild, Kohn & Co. who also adver- 
tised a sale of electric mixers at $7.95. 

. O'Neill’s had Westinghouse  re- 
frigerators at $224.50 and $249.50... . 
May’s concentrated on a clearance sale of 
foor model washers including Apex, 
Westinghouse, Conlon, Automatic, and 
Hotpoint. . . . Hutzler’s offered a lot of 
aundry accessories among which was in- 
juded a GE laundry iron at $2.25... . 
The Hub stuck to Voss washers at $49.95 
plus a couple of rinse tubs... . Isaac 
Benesch put on a new stunt when they 
ffered a whole line of GE table appli- 
ances and Toastmaster Hospitality Trays 
ree with purchases of $25 and over... . 
hey are a furniture and apparel house. 

. They also plugged washers and 
roners at $39.50. 


TVA Territory 


Walker’s in Knoxville were selling 
\pex washers at $49.50 and Apex 
vringerless at $79.50. . . . Sterchi Bros 
nthe same town were plugging Faultless 
it $25. . . . Miller’s took space on Norge 
refrigerators and then went on a splurge 
vith Universal heating appliafices, ranges 
nd washers. 

Over in Chattanooga the Lookout 
Furniture Company were offering GE 
vashers (demonstrators) at low prices 
ind the new GE square model washer at 
$1.50 a week. ... Tennessee Electric 
power space mostly went to ranges. 


Chicago 


Commonwealth Edison found the going 
good with the Nesco electric roaster, 
udging by advertising. The Davis Store 
levoted space to the Voss washer with a 
ub and Rinso offer. Buyer E. W. Shaw 
remembered it was an effective proposi- 
tion when he used to be at Gimbels in 
Milwaukee. The Burning Oil Distribu- 
tors Association ran advertising on auto- 
matic oil heat, obviously to fight gas. The 
Daily News commented that Our Lady of 
Grace church, 2446 N. Ridgway Avenue, 
hicago, is the United States’ first air 
sooled church. Jim Bunn ran a Thor 
‘ombination for the Davis Store. The 
Taylor Washing Machine Company, one 
t the steadiest advertisers in the city, 
ontinued to use 9 inches of space, testi- 
nonial copy and a price of $49.50. Gene 
oyne had a new washer selling plan over 
t General Furniture, 10c. a day, no down 
payment. The machine advertised was 
thor. Commonwealth Edison advertised 
‘ combination Telechron clock proposi- 
tion, one an alarm, at 50 c. down, 50c. a 
month. Oil-O-Matic hammered away on 
the government financing plan. Jim 
Parker at Wieboldts used new makeup 
with his washing machine advertising— 
Xeside the price an arrow points to the 
machine indicated. Indicative of popular 
prices that have come into utilities on 
‘mall appliances, Commonwealth Edison 
luotes $3.75 for a room heater, $4.95 for 
4 sandwich toaster, and $6.95 for an 8-cup 
Silex coffee-maker. On higher bracket 
‘ems such as the Hospitality tray $2 
‘own is asked, no complete price quoted. 
The Nesco roaster is $1 down, and a 
utaybar sewing machine, $4 down. E. A. 
Edkins is again allowing $1 for old irons. 
Here’s how my Kelvinator pays for it- 
self,” said Commonwealth Edison in a 
teal life story of a Chicago housewife, 


whose monthly food bill was $22. The 
Gas Appliance Society of Metropolitan 
Chicago is running a campaign to sell 
gas ranges. 


Des Moines 


Hoover went to bat with newspaper 
space on cleaners. Speed Queen and One 
Minute washers seem to be favored in the 
public prints. Katz Drug Stores ran their 
usual small appliances. 


Kansas City 


Dealers are going after the laundry 
owners’ hides. A group filled a page in 
the Star with advertising under the head- 


line “Have all the clean linens that you 
want with home laundries.” October saw 
the Kansas City Power & Light Company 
put on its fall electrical show with flowers 
for everyone. Hotpoint Calrod was ad- 
vertised as means to quicker cooking. 
The Jones Store gave space to an electric 
grill at $1.95. Jenkins Music Co. adver- 
tised Kelvinators at 10c. a day until 
spring. Mace-Ryer plugged features in 
washing machines, talked about the 
double-dasher of Apex and listed a price 
of $69.50. The Fuel Burning Equipment 
Corp. advertised the Butler automatic coal 
stoker, offering heat at 4 the cost of gas, 
# the cost of oil and % the cost of hard 
coal. The Kansas City Ice Co. was on its 
toes talking about the “air conditioned” 
ice refrigerator. Their proposition is to 
supply an ice refrigerator at 1l4c. a day, 
plus 500 pounds of ice per month for 36 
months. The refrigerator is thrown in 
with the service. The Board of Public 
Utilities in Kansas City, Kansas, was ac- 
tive with advertising urging women to 
bring their cooking up to date with a 
modern electric range. The Kansas City 
Power & Light Co. started off its ultra 
violet ray campaign with the headline 
“The winter sun is an old swindler.” 
Satterlee & Blue, Inc., advertised West- 
inghouse refrigerators for year-around 
use. 
An active month. 


Omaha 


Williams the washer man found the 
$59.50 model Horton the right one to ad- 
vertise. Orchard & Wilhelm Co. ran 
Hoover vacuum cleaner space. Hageman 
of Union Outfitting had some recondi- 
tioned Frigidaires offered at $74.50. 
Union Outfitting incidentally has been a 
pioneer on metered refrigerator selling. 
“Buy the oil burner that burns the least 
oil,” the Air Conditioning Utility, Inc. 
urged the Omaha public, talking about 
Timken. Eureka vacuum cleaners with a 
new type broom action brush were of- 
fered on a ten day free trial basis by 
Union Outfitting. Nebraska Power Com- 
pany asked housewives to banish “house- 
hold fag” with mixers, irons, toasters, 
percolators and waffle irons. Schmolle: 
& Mueller gave space to Automatic 
washers. “Hey, ma—read this ad, will 
vou?” was the way a Nebraska Power 
Company General Electric refrigerator 
advertisement started out. “Down goes 
the cost of automatic oil heat,” said Delco, 
a newcomer to the Omaha market. 


Milwaukee 


Che Walgreen Drug Store chain dipped 
into appliance selling in October, favored 
irons. The Electric Company announced 


Quietness 
Dependabili 
Long Life 


ditioning equipment. 


vibration. 


proper, 


Features that insure owner satisfaction 


Quietness of operation, dependable perform- 
ance and long life—these are the things that 
an owner expects from his electric refrigerator, 
oil burner, washing machine, ironer, or air con- 
And all of them are 
largely dependent upon the electric motor. 
In Delco motors, quiet operation is helped by 
Delco’s No End-Play Feature—a construction 
which removes objectionable noise occasioned 
by end-play in the rotor shaft. Vulcanized 
Rubber Mounting further adds to quiet opera- 


tion by permanently isolating motor hum and 
And contributing to Delco’s well- 
known dependability and long life is Sealed 
Lubrication —which stops loss of oil during 
shipment and installation, prevents over-oiling 
and leakage on the windings and provides 
automatic lubrication. 
features help to satisfy the owners of Delco- 
powered appliances —and add to the fine repu- 
tation that Delco motors already enjoy among 
electrical appliance dealers and manufacturers. 


These three 
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1 new line of prices for 1900 Washers 
running from $45 to $80 And on 
Hotpoint electric ranges bore down the 
fact that ranges had improved just like 
iutomobiles. Sears Roebuck flashed a 
page offering ironers at $39.48, washers 


it $36.48, cleaners at $35, and a 6 cuit 


Coldspot refrigerator at $115. Iron Fire 
man Coal Stoker is being advertised in 
Milwaukee, featuring a feed that runs 
direct from your coal bin to the furnace. 
Che American Furniture Store passed out 
| lothes baskets with a Woodrow washer. 
Norge continued to hammer electric re- 
| frigeration, “Like a refund on your 
grocery bill,” being one of the company 
ippeals. Hamilton Beach cleaners seem 


to be going places judging by the adver- 
tising. L. & H. electric ranges were of- 
d at 10c. a day, with three years to 
pay. The laundries in Milwaukee are try- 


tere 


ing Kansas City tactics in joint advertis- 
ing that features 12 pounds of damp dry 
laundry for 49c. Eighteen laundries have 
their hands in the deal. 


Minneapolis 


Williams Oil-O-Matic quoted a $295 
price installed, $25 down figure. Most of 
the local manufacturers who do so much 
oil burner advertising rarely quote prices. 
\ Norge oil burner was offered for 
$275 cash installed by Reinhard Bros. 
Co. The Crane Co. plugged the Fair- 


Northern 


banks-Morse automatic stoker. 
States Power Co. advertised the Auto- 
matic washer, omitting price, merely 
mentioning $5 down payment. The New 
England Store commented that whereas 
automobile manufacturers put knees in 
motor cars, the ABC washer took the 
elbows out of washing. Norge continued 
its winter advertising of electric re- 
frigerators. The Marquette National 
Bank advertised loans under the Federal 
Housing Act which apply to oil burners 
and stokers. 


St. Louis 


Wurlitzer began featuring nationally 
advertised appliances at standard prices 
this month. ABC oil burners men are go- 
ing after St. Louis promoters with misto- 
lated heat. Delco oil burners salesmen 
featured three years to pay. Cartoon copy 
was used by Union Electric Light & 
Power Co. and the Illinois Power & 
Light Company to sell irons. Strangest 
ad of the month was the combination 
proposition that sold the idea of vacuum 
cleaners, washers and ironers. “You don’t 
want wrinkles in your face, either,” said 
a Union Electric Light & Power Com- 
pany copywriter in his boost for the 
Whirlpool ironer. Stix Baer & Fuller 
made a splash with Speed Queen washers 
at $49.50. Models up to $79.50 were 
illustrated. Union May Stern ran adver- 


tising on the Faultless ensemble, showing 
tubs, ironing board, iron, Rinso and 
clothes basket. Eureka vacuum cleaners 
advertised a sensational improvement and 
listed three key dealers. Famous-Barr 
did the logical thing and devoted space to 
ironers. St. Louis is having an epidemic 
of personal advertising, such as “Will the 
young woman who sat in B-7 at the Em- 
pire Theater last evening kindly do so- 
and-so,” 


San Francisco 


The northern California home laundry 
drive ended with September, but a cer- 
tain amount of washer and ironer adver- 
tising carried over into October in San 
Francisco. The P. G. & E. sponsored a 
home modernization program and adver- 
tised $7.95 air heaters. The Emporium 
put on a window display and show of 
their own, featuring “What 1 cent will 
do for you electrically.” They advertised 
Laundry Maid washers at $39.75, the 
Blackstone at $49.50, rebuilt vacs, elec- 
tric sewing machines, electric refrigera- 
tors and accessories, lamps and table ap- 
pliances. Hale Bros. offered Gibson 
refrigerators at $99.50, electric clocks in 
a wide variety of makes and prices, 
waffle irons at $3.95, an electric toaster 
at $.59 (one to a customer) and lamps at 
all prices. O’Connor-Moffatt opened 
their “House in the Sky,” the Globe Elec- 


“we CAN GO PLACES THIS 
CHRISTMAS 
REAL cLOcK LINE 


THE MORNING STAR— Has a 12-hour 
alarm. Io black, ivory with gold trim. Or 
French gray with chrome or robin's egg blue 
trim. Self-starting movement. Size 5 in. x 


4% in. Black $5.95: colors $6.50. 


THE CHEFP—A kitchen clock in green 
with ivory,ivory with red, or black with white 
stripes. Self-starting, synchronous move- 
ment. Six-foot cord. 6% in. x6% in. $4.95, 


ne 


THE PLEET—Aao easel-type frame clock 
in green, ivory or black. Self-starting sya- 
chronous movement, Six-foot cord. Size 

in. x Sin. § 


THE VOGUE—A striking combination of 
copper and black. Self- starting, synchronous 
movement. Six-foot cord. Its size is 5 in. x 
5% in. $5.95. 


yortest CHRISTM 


EVER SET 


as CLOCKS 


ON A COUNTER!” 


THE SECRETARY— Mahogany case with 
contrasting inlaid wood trim. Light ivory dial. 
Self-starting movement. Size 5 
Six-foot cord. $7.50. 


in. x6% in, 


THE STANWOOD—Comes in zebra wood 
or lacewood with gold finished dial and trim. 
Also in Harewood or Ebony with chrome- 
finished dial and trim. Self-starting synchron- 
ous movement. 6% in. sq.,1% in. deep. $7.50. 


GENERAL ELECTRIC scores again! 
This time we have taken our regular 
clock line and strengthened it with some 
brand-new numbers. We claim this line 
tops every other line on the market. 


All newest in style—newest in color— 
newest in design—all featuring the fa- 


GENERAL 


The smartest line of clocks 
G.E. ever offered! 


mous G-E self-starting, self-oiling move- 
ment. And all selling for less than ten 
dollars each—some for as little as $3.95! 


We believe that they’re the most 
beautiful clocks ever offered—by any- 
body. We also believe that you can’t 
find a finer line to set on your counters 


ELECTRIC CLOCKS 


this Christmas, and in your windows— 


Study the models shown. The pictures 
can’t begin to do them justice. Write 
for more facts—and for the way to get 
a beautiful Merchandiser display—free! 
General Electric Company, Section 


T-3411, Mdse. Dept., Bridgeport, Conn. 


ELECTRICAL MERCHANDISING—NOVEMBER, 1934 


Advertised 


tric Works doing the wiring and the GE. 
Company furnishing electric range and 
laundry equipment. Norge refrigera(ors. 
Hotpoint toasters, coffee makers anq 
irons and table lamps of varied types 
were among the month’s specials. 
Nathan-Dohrmann advertised Easy |aun. 
dry equipment, Eureka vacs and |ayton 
refrigerators; Chas. Brown & Songs 
featured Easy washers, Edison mixers at 
$9.95, Eureka cleaners and a variety of 
small appliances, with values such as 
waffle irons, $3.49 to $6.95 (Hotpoint). 
toasters, $1.49 to $2.95 (Hotpoint) anq 
the like. Schwabacher Frey advertised 
Majestic refrigerators at $87.50, Silver 
washers at $39.50, G.E. vacs at $19.95, 
Thor ironers at $39.50 and a 6-lb. GE. 
iron for $2.49. The White House went 
in for lamps and clocks and offered a 
Neupert mixer at $11.75. — Sterling 
pushed lamps and Apex washers. Sher- 
man & Clay, who have a new washing 
machine department, as well as refrig- 
erators and radio, spent most of their 
time on radio, which received consider- 
able attention in general. 


Sacramento 


The P. G. & E. at Sacramento finished 
September with a Better Light campaign 
and led off in October with their air 
heater offer at $7.95. A full page of co- 
operative advertising under the slogan 
“Modernize With Electric Refrigera 
tion” brought all the local dealers int 
the picture. Breuner’s, who made quit 
a feature of their State Fair display, hav 
featured in their advertising: rebuilt 
Eurekas, Blackstone washers at $54.50 
Edison mixers, kitchen clocks at $2.95 
Norge refrigerators, lamps and radi 
Hale Bros. offered a 6-lb. iron at $1, als 
a sandwich toaster at the same price 
lamps, sewing machines, Kelvinators 
Faultless washers at $39.50 and a variety 
of radio sets. Weinstock-Lubin adver 
tised a “Modernize Your Home” sale, i: 


cluding electrical conveniences. Th 
Eastern did a little refrigerator ad- 


vertising and gave considerable space t 
washers 4nd ironers. Electric Appli- 
ances kept G.E. refrigerators in the pu! 
lic mind, while F. H. McGinnis plugged 
for Ironrite ironers, announcing a demon 
stration every Friday. The Bennett 
Washer Service advertised Maytags 
Kimball-Upson, ironers and radio. They 
are in their new store. Radio received 
widespread attention from many adver 
tisers. 


Fresno 


The Fresno Bee recommended their 
Electric Cooking School, aided and 
abetted by the San Joaquin Light & 
Power Corp. The power company fur 
ther sponsored cooperative dealer light- 
ing advertising, offering a home meter 
test service. The Fresno district fair 
took place late in September, with man) 
electrical exhibits. Radin & Kamp went 
out of business in a blaze of cut price 
sales and were promptly replaced by 
A: Kamp, who offers term leases on elec- 
tric appliances as an exception to the 
general cash policy of the store. Gott- 
schalk’s featured sewing machines, lamps 
Norge refrigerators and Easy washers 
and ironers in their “Anniversary Sale.” 
Buford’s advertised principally Eas) 
washers, and some radio. The Hockett 
Cowan Music Company let the public 
know that it sold Thor washers an¢ 
ironers, as well as radio. Cook’s adver 
tised Maytags; Montgomery Ward a spe 
cial washer at $37.77 for a week. 


Los Angeles 


Barker Bros. ended September wit 
another Tempo display, with three ‘loors 
and thirty windows devoted to the 
modern theme. They ran features 
Eureka vacs, lamps, sewing 
grillettes at $1.95 and electric clocks 4 
low as $1.79 for a Hammond alarm. Bu! 
lock’s finished September with a la:ncty 
demonstration, featuring Easy washer 
and laundry accessories. Electric 
also received special demonstration. at!) 
in October the store’s model kitch« W% 
the scene of a cooking school, wi!) # 
tention devoted to kitchen acces»orles 
Lamps, refrigerators and ironing «4! 
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October 


ment were also advertised during the 
mori. 

‘ie May Company offered expert ad- 
vice on modernizing the home and spon- 
sored a local version of the Better Homes 
and Garden modernization contest. Gib- 
son refrigerators, Easy washers, lamps, 
sewing machines and small appliances 
took a place in the advertising. An Oc- 
tober Birthday Sale at Walker’s brought 
out Leonard refrigerators at $99.75, 1900 
wa-hers at $38.65 and sewing machines 
at special prices. Radios also received 
attention. The J. W. Robinson Com- 
pany gave publicity during the month to 
radio, lamps and small appliances. The 
L. A. Furniture Company featured Thor 
washers and ironers, rebuilt cleaners and 
radio. Rearden’s offered a case of soap 
with a $29.95 washer. 

The Broadway Department Store an- 
nounced itself as headquarters for G.E. 
appliances and also featured sewing ma- 
chines. The Platt Music Company ad- 
vertised refrigerators and washers, as 
well as radio. Sears Roebuck featured 
as “thrilling anniversary bargains” a 
$114.98 refrigerator, a $39.98 washer and 
a number of small appliances. A Food 
and Household Forum, sponsored by the 
Shopping News, and the Times Home 
Service Bureau Cooking Class, both 
featured electrical cooking aids. 


Portland 


Here are some of the events which 
have kept Portland electrically minded 
during the month: The Pepco has spon- 
sored a five-week jingle contest with an 
electric range as prize for the best jingle 
each week. Entries are submitted 
through dealers selling electric ranges. 
The first week’s prize went to a Portland 
woman for the rhyme: 


“Sooty pans and dirty walls 

For lots of washing and polishing calls. 

But dirt and I will soon be strangers, 

For I am going to join the electric 
rangers.” 


Meier & Frank ran a cooking school 
and food fair, cooperating with the 
Oregonian, ending in a baking contest 
with electrical prizes, football broadcasts 
in the radio department on Saturday 
afternoons. It also advertised Housing 
Act advice, mail orders filled, and a 
variety of sales, including an Easy 
washer at $49.50, $3.50 electric toaster 
at $2.79, $3.50 Hammond clocks at $1.88, 
radios, electric sewing machines, Norge 
refrigerators and small appliances. <A 
Westinghouse Circus in six acts was one 
of their features during early October. 
Olds Wortman & King staged a Missouri 
Lane exhibit in their electrical depart- 
ment toward the end of September, with 
demonstrations of all major electric ap- 
pliances. The Northwestern Electric 
Company is advertising a sight-meter 
service to customers. A new radio sta- 
tion announced its opening with two slo- 
gan contests with electrical prizes, a 
Norge refrigerator and a Grunow radio 
set. 


Seattle 


Water heaters and ranges were pushed 
by the Puget Sound Power & Light 
Company, advertising in Seattle papers. 
They also ran some institutional adver- 
tising, under the title “Behold the Power 
Trust.” The City Light finished their 
September special on Westinghouse 
ranges (price $89.30) and continued dur- 
ing October with ads on a Hotpoint 
range which they offered at $89.40. They 
sold One-Minute washers at $49.50, $10 
down, 24 months to pay, with a small 
carrying charge. Grunbaum Bros. have 
gone “tempo”, with a series of modern 
tooms on display. Lamps and radio re- 
ceived attention in preparation for their 
fall sale. Bon Marche employees staged 
a sales rally with stunts put on by the 
various departments which received con- 
siderable publicity. Electrical prizes 
were the rewards for a grocery store 
recipe contest staged by Piggly Wiggly. 
Other ads include a $95 refrigerator by 
Frederick & Nelson, washers and ironers 
by the Ben Franklin Electric, sewing 
machines by Rhodes, Norge and Philco 
by Hopper-Kelly and radios by half a 


dozen music stores and department stores. 
The Toastmaster and Grunow radio 
rated full page ads in color in the Sun- 
day supplement section. 


Spokane 


An electric cooking school which occu- 
pied the last week of September set the 
pace for October advertising in Spokane. 
In this connection electric ranges were ad- 
vertised by the Washington Water Power 
Company and Crosley refrigerators by 
the Marshall Wells Retail Store. $1,000 
in prizes were given for baking contests, 
mostly in electrical merchandise. The 
entries were sold for the benefit of 
the Shriner’s hospital. Water heaters, 
Eureka vacs, Westinghouse irons ($1 al- 
lowance for your old iron) and a better 
light campaign with a drive for correct 
size mazdas and with a $6.45 table lamp 
were all features of the Washington 
Water Power Company’s month. They 
also offered a $7.95 Hotpoint air heater 
at $1.45 down and $1.50 a month. The 
Crescent pushed sewing machines and 
radios and Brown- Johnston featured 
Norge refrigerators, radios and small ap- 
pliances (corn popper at 97 cents, Uni- 
versal heating pads, $3.75, sandwich 
grills at $1.29). Washing machines were 
advertised by the Maytag Co. and by 
Montgomery Ward and radio of various 
makes by manufacturers and local dealers. 


Butte 


Radio has come to the fore in the ad- 
vertising in Butte, Montana, as it has 
elsewhere. The Ellis Paint Company ad- 
vertises Philco, alternating with West- 
inghouse washers at $59.50. Hennessy’s 
started with electric irons (Westing- 
house 5-Ib.) at $5.95. Lamps, radio of 
half a dozen makes and kitchen clocks at 
$4.79 and $1.98 followed at intervals 
through early October. Washing ma- 
chines were featured by Shiners, May- 
tag and Montgomery Ward. For the 
most part lamps filled up the remainder 
of the space. The Montana Power Com- 
pany led with a Better Light Better 
Sight Campaign and a free trial offer on 
the approved type of study and floor 
lamp. Ocechsli followed suit with $10.75 
Adjust-o-lites and Shiners advertised a 
variety of floor and table lamps. The 
Western Plumbing & Electric Co. an- 
mtounced special prices on lots of six 
mazdas from 10 to 300 watt sizes. 

A slim month. 


Salt Lake 


Salt Lake advertisers, led by the Utah 
Power & Light Company, enjoyed an ac- 
tive month. Electric water heaters, 
vacuum cleaners and washers were tied 
in to the slogan of “Electricity is the 
Biggest Bargain in the Home,” which is 


the power company’s theme song. But 
the main attention of the month was 
given to light and lamps. Auerbach’s 
made a real feature of cleaners and staged 
a three-day sale of X-L washers and 
ironers early in October. The Southeast 
Furniture Co. staged a sale of Maytag 
washers and ran a radio show during the 
second week of October. Monarch 
ranges are their standby. Washers and 
radio starred for the Standard Furniture 
Co. and the P. W. Madsen Furniture 
Company, and a similar combination for 
Axelrad’s, with the addition of a special 
sale of used electric ranges at the end of 
the month. The Z. M. C. I. sold L. & H. 
ranges (regular $115) for $99 during 
late September. Lamps and radio re- 
ceived attention from them. Keith 
O’Brien specialized in a sale of lamps— 
$2.95, $4.95 and $5.95. The Paris Com- 
pany went in for radio and electric sew- 
ing machines. Lamps, irons, fixtures, 
washers and ironers appeared in Sears 
Roebuck advertising. The Schramm- 
Johnston Drug Co. advertises small ap- 
pliances at such figures as $1.29 for an 
electric alarm clock, $3.79 for a 6-lb. iron 
and 49 cents for an electric curling iron, 
makes unknown. Refrigerators were still 
mentioned, Norge by the Salt Lake Hard- 
ware and Stewart-Warner by Western 
Furniture and the Geo. Hofmann Hard- 
ware. 
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tomers a 


Only a _ Hamilton 

Beach has all these 

features that make for 

easier use, better re- 

sults... and bigger 

sales. 

No Radio Interference 

One hand, portable 
operat 

One piece guarded beaters 

Tilt-back motor 

Bowl control 

Patented tapped-field 
speed control 

Power to do all mizing 


Joba 

Practical labor-saving 
attachments 

New streamline beauty. 
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Your customers buy food mixers because they are a con- 
venience. They want the features that provide for easier 
operation and better results—that save kitchen time and labor. 
Never have you been able to offer a food mixer, retailing below 
$20.00, that has all the features of the mew Hamilton Beach 
Model “C”. Check them over—study them—use them in your 
selling talk—demonstrate them to your prospects. Every feature 
—every detail is designed to make the Model “C” a superior 
mixer—to help dealers build sales. 
Nationally advertised—we are telling your cus- 
fous the outstanding features of the 
Model “C”. This fall more than 6,000,000 sales 
messages will appear in Good Housekeeping, 
Better Homes and Gardens and American 
Window and store displays, folders, newspaper 
mats and other tie-up materials are furnished to 
dealers—free. 
Profit-Protecting Policy—The Model “C” is distributed 
on our clean-cut Wholesaler-Retailer policy. 
100% for price maintenance. All inquiries are referred 


to dealers—we take no orders. 
your profit on every sale. Order from your wholesaler. 


HAMILTON BEACH MEG. CO., Racine, Wis. 


AMILTON BEACH 


FOOD MIXER 


WHY THE NEW @ 


HAMILTON BEACH 


ome. 


We are 


This policy protects 


One hand Portable operation — the powerful 
compact motor lifts off the stand with one hand—there 
is nothing to release or detach. The same hand con- 
trols mixing speeds—giving complete one hand opera- 
tion. 


One piece Guarded Beaters— sturdily constructed 
beaters are fastened together and protected by guard. 
Easily attached, removed and cleaned in one piece— 
a great convenience. 
beaters or bowl. 


Motor tilts back for removing 


1 


Bowl control—The bow! revolves automatically even 
when empty. 
bowl to be shifted with lever (1) so that beaters are 
in any position desired—from the center to the very 


The bowl control feature permits the 


27 


and 
Ts, 
and ( 
ypes 
ials, 
yton 
Sons 
rs at 
y of 
| 
: 
bs 
: 
‘ 
“ 
ures on 
locks as . & 
m. Bul & 
washers ‘ 
was 
W at- 
“es sories 
g quip edge. 
: 


New GE Clocks 


General Electric Co., Mdse. Dept., 


Bridgepo 
Fl 


Vodels Eight | Vogue 
Stanwood Secretary iing Star, 
Commerce, Inwa 

Description: Fleet, modern, easel type; 
square ase, green, ivory or black 
chrome bezel » in. square 

Chef, wa shelf-type kitcher 
clock; square case, green with ivory 
tripes, ivory with red stripes or blac 
with white; chrome bezel ring. 


Vogue, features combination of cop- 


per case and black base with black 
bezel ring, light ivory dial; 5 in. high 

Stanwood, easel type; wood frame 
f zebra wood, lacewood, hardwood 
or ebony: 68 in. square 

Secretary mahogany « lock with con 
trasting trim of iniaid wood; 5§ ir 
square 


Morning Star, 12 hr. bell alarm, de- 
igned for boudoir, suitable for any 
room; Textolite case in robin's egg 
lue, ivory or black with gold trim, 


or french-gray with chrome, 5 in 
high 

Commerce, surface-type, round meta! 
commercial clock in statuary bronze 
or black; 14§ in. diam. 

Inwall, wall-type suitable for home 
office, store or factory, available in 8 
and 12 in. dial sizes; designed to set 
into i. recess in wall; case 14 in. in 


diar 

Price: Fleet, $3.95; Chef, ‘eae 
$5.95; Stanwood, $7.50; 
$7.50; Morning Star, $5.95 black, $6.50 
colors; Commerce, $9.95 Inwall, 
$8.75 8-in., $9.95 12-in. ~ Electrical 
Merchandising, November, 1934 
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Miracle Toaster 


Edison Laboratories Inc., 

36 8S. State St., Chicago, Ill 
Device: Automatic, oven type toaster 
Description: Toasts 2 slices both sides 


at one time; controlled entirely by 
pneumatic force—no clockwork or 
other delicate mechanism necessary ; 
heating elements may be removed and 
replaced in few minutes; chrome 
plate and black enamel with Bakelite 
trimmings 

Price: $9.95.- Merchandising. 
November, 193 


A Review of 


Bond Toy Lantern 


Bond Electric Corp., 

257 Cornelison Ave., Jersey City, N. J 
Device: Bond's “No-Name” toy lantern 
Description: Lantern illuminated by 

mazda bulb and Mono-cell flashlight 

battery; bail serves as switch—when 
lifted up contact is made and bulb 
lights; globes available in white, red, 
green glass 

Price: 25c. complete with battery and 
bulb.—Electrical Merchandising, No 

vember, 1934. 


‘TWAS THE MONTH 
BEFORE CHRISTMAS 


, the month before Christmas, 
And all through the land, 
Every Dealer was sweating 


To beat the old band. 


For here was the season 
When none could be rash. 
What stunts could be done 
To bring in the cash? 


When out on the street 

There ‘rose such a noise 

That Dealers jumped up 

Saying, “What's the fuss, boys?” 


A pert litthe Redman 
With a nifty black hat, 
Was hopping about 
Like a fly-papered cat. 


A bundle so big, 

He had on his back, 

That he looked twice as big 
As the back of a hack. 


“My name is Hotpoint,” 
He smilingly said, 

“And the stuff that I've got 
Gets you out of the red.” 


“Just look at this Mixer, 

A honey!” said he, 

“A gift any mother 

Would welcome with glee!” 


“This Cooker, this Toaster, 
And these Coffee Makers, 
Are gifts that will draw ‘em 
Like flies to a baker's!” 


GENERAL @ ELECTRIC 


“I've got plenty more,” 

He said “and remember, 
They'll be advertised big 

In the month of December.” 


“Now if I were a Dealer, 
I know what I'd do, 

I'd order these items, 
And display ‘em too!” 


He slipped out the door, 
And gave a loud hoot. 
And skyward he flew 
Like a dog from a boot. 


Dealers heard him exclaim 
As he drove out of sight, 
“Big Christmas to all, 
And to all a good night!” 


Standard Range 


Standard Electric Stove Co.. 
1718 N. 12th St., Toledo, Ohiv 


Model; “Jewel Box.’ 
Description: 


with 3 full sized 
in. open or enclosed type burners; 
1 6-in. burner or 1 cooker unit may 
be substituted at extra charge; por- 
enamel lined oven 
2-tone ivory  porcela ename! 
finish.Electrical A, N 
vember, 34. 


Voss Washer 


Voss Bros. Mfg. 
Davenport, lowa 
Vodel: CW 
Description: Full-sized Veostub pore 
lain enamel tub; Floating ‘“suds-a 
rator’ gyrator washes at surface of 
suds; power unit has only 4 moving 
parts; gears fully encased and im 
mersed in oil; self-lubricating; finger 
tip control; rubber insulated motor 
Electrical Merchandising, Noven 
ber, 1934 


Handyhot Toaster 


Chicago Electric Mfg. Co., 
2801 8. Halsted 8t., Chicago, Ill 

Model: “Air-Line Beauty” 2-slice toaste: 
Model AEUB 409. 

Description: Stream-lined; Mica 
Nichrome element; turns toast auto 
matically when doors are lowered 
chromium doors, top and side panels 
ebony black frame and base; a.c. or 
d.c. 105-115 volts, 350 watts.—FElec- 
trical Merchandising, November, 


Chase Lamp 


Chase Brass 4 er Co., 
10 EB. 40th 8t., fewe ork City 

Device: “Drum” lamp. 

Description: Decorative lamp for chil: § 
room; light shines through fro! 
either end of drum which rests firm 'y 
on 4 little ball feet; finished in co!- 
binations of red, white and blu 
black and white 

Price: $1.50. ““Flectrical Merchandisi: 
November, 193 


Dum Motor 


The Demers Co., 
Racine, 

Device: Type K3-M yt h.p. motor Ww: 
built-in speed reducer. 

Description: Equipped with sturdy sin 
gear reduction unit capable e car: 
ing full power of motor; a.c. or d 

gear ratios can be 
stock—5:1, 144:1 and gv) ‘ 
shaft s s of 1300, 448, and !} 
r.p.m. forced air ventilating syst: 
making it suitable for continuous du fi 
Weighs 7% lbs. complete with 
unit.—Blectrical Merchandising, 
vember, 1934. 
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New Products 


Fairbanks-Morse lroner 


Fo'rbanks-Morse Home Appliances, Inc., 
430 8. Green St., Chicago, Il. 
Models: 4-NA table model and 4-NB 

abinet model. 
escription: Full adjustable knee con- 
trol; silent operation; gives uniform 
eat; 19 sq.ft. ironing capacity; mod- 
rnistic design; 2-tone gray. finish.— 
Plectrical erchandising, ovember, 
934. 


ds 


GE Coffee Service 


General Electric Co., Mdse. Dept., 
Bridgeport, Conn. 

Device: “Dorchester” coffee service. 

Description: Set consists of 8-cup Dor- 
hester coffee maker with Pyrex bowls, 

heat-treated stemware glasses for 

serving and an attractive tray finished 
in chromeplate. 

Price: $17.45. Merchandis- 
ing, November, 1934 


Rexoil Oil Burners 


Reif-Rezoil Inc., 
$7 Carroll St., Buffalo, N. Y. 
Models; 2 oil burners BU and HU; and 
a boiler burner unit in 2 sizes. 
Description: Model BU oil burner has 
rated capacity up to 24 gal. per hr. 
of No. 3 fuel oil; Model HU has rated 
apacity up to 8 gal. per hr.; both 
BU and HU burners have newly de- 
signed combustion head and air stabil- 
izer which, it is claimed, has increased 
operating economy, reducing stack 
temperatures. 
Boiler-burner unit available in 2 sizes: 
SB-U3, 725 sq.ft. steam E.D.R. and 
the WB-U3, 1160 sq.ft. hot water; 
larger boiler SC-U4, 1075 sq.ft. steam 
E.D.R. and the WC-U4, 1720 sq.ft. hot 
water; boiler fired by integrally built- 
in Rexoil burner of special design ; 
No. 3 fuel recommended ; fully auto- 
matic operation—built-in Taco heater 
for summer-winter hot water, burner 
control, pressure limiting control, do- 
mestic hot water control, low water 


cut-out, automatic draft adjustor; 


spatter dash aluminum Duco lacquer 
Steel jacket trimmed with ivory and 


chromium. Boiler burner unit is joint 
production and development of Reif- 
Rexoil, Inc. Burnham Boiler Corp., 
Irvington, N. Y. and Simplex Valve & 
Meter Co., Philadelphia, Pa.—Elec- 
trical Merchandising, November, 1934. 


Knocker-Lite 


The Knocker-Lite 

W. 125th St., Cleve 
Knocker-Lite ‘keyhole finder. 
lescription Minature lamp in brass 
door knocker which throws beam of 
light downward whenever knocker is 
Taised; uses 2 small batteries; dull, 
an'ique or polished brass finish or 
Statuary bronze of chromium-dull 
black.—Electrical Merchandising, No- 
vernber, 1934. 


GE Water Heater 


eneral Electric Co., 
Spectatty Dept., 


d, 


Device: Automatic water heater. 
Description: Styled 


to harmonize with 
new GE Companion range and Liftop 
refrigerator; 36 in. high, 21 in. wide, 
224 in. deep; capacity 30 gals.; Cal- 
r self-cleaning immersion unit; 9 
sizes from 500 to 3,000 watts; ad _ 
able thermostat from 130 to 200 


Price: $63 f.0.b.—Electrical Merchandis. 


ing, November, 1934. 


Edicraft Cord Set 


Thos. A. Edison Inc., Edicraft Div., 
West Orange, N. J. 


‘Description: Soft rubber cap; spring 


guard assembly in plug is entirely out- 
side Bakelite shell; stainless steel clips 
fit both flat and round contacts; plug 
is riveted revent loose 
screws, — erchandising, 
November, 


Electrol-K ewanee 
Heating Unit 


Electrol, Inc. 
934 Main Ave., ‘Clifton, 
Description: Consists of "ohh burning 
mechanism, which is an adaptation of 
standard Electrol oil burning mechan- 
ism, horizontal steel fire-tube boiler of 
special design built by Kewanee Boiler 
Corp., and a domestic water heater ; 
~ and built as complete unit, 
oil burning mechanism can be used 


with no other boiler, boller can be 
used with no other mechanism; cre- 
ates its own draft; built-in water 
heater automatically supplies hot 
water summer as well as winter; 
mechanism enclosed in light beige 
soundproof jacket.—Electrical Mer- 
chandising, November, 1934. 
v 


Bradley Lamps 


The Brett € Mfg. Co., 


Con 
Models: 4 student lamps” and 5 floor 


lamps, L.E.S. approved. 


Desortption ent models 3157, 


59, 16-S, A-2806; 28 in. high; An- 
tique English brass’ or Bronze de Luxe 
base; complete with interchangeable 
17 in. parchment shade; floor lam 
models 3144, 3154, 10-S, 11-S, 12- 
64 in. <> i Antique Brass, bone white 
and gold, or Bronze de Luxe base; 
complete with 20 in. parchment shade ; 
5 silk shade styles available.—Elec- 
trical Merchandising, November, 1934. 
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SUNLIGHT) 


—THAT’S ALL 
SHE NEEDS TOKNOW 


When a woman buys a washing machine, she 
wants to be assured on such points as tub 
capacity, wringer operation and cleansing 
efficiency —but she naturally assumes that the 
motor will perform quietly and dependably. 
And if the motor is a Sunlight—she is right. 
Sunlight motors have been giving just that 
kind of service for the past 19 years. Sunlight iH 
has participated in many of the important | “* 
developments in electric motors—such as 
switch design, rubber mountings, lubrication be 
and bearings. Sunlight has consistently main- ¥ 
tained the highest standards of design and 
workmanship. As a result—Sunlight motors | 
have such a reputation for quietness and | 
dependability, freedom from warranty 
work and replacements—that, today, they 
are used as standard equipment by almost 
two-thirds of all the washing machine 
manufacturers in America. 
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GE Workshop 


General Electric Co., 
Specialty Appliance Sales Dept.. 
Nela Park, Cleveland, O. 


Silex Coffee Makers 


The Silex Co., 
Hartford, Conn 


Device: Home workshop saws wood Model; Terrace. 

crosscut or rip—at ona angle or bevel Description: Provides 3-660 watt higt 

turns wood with a limit of 9 in. diam heat brewing elements on upper tier, 
eter; turns brass and aluminum 3-80 watt metal encased warming ele- 
sands flat surfaces, contours; does ments on lower tier, each element in- 
scroll work on wood up to 2 in. thick dependently controlled by individual 
on metals including sheet iron; drills switch; stainless steel range with 
wood and metal: makes mortises and brass chrome trim; 21 in. from left 
tenons; drills dowel holes, grinds to right, 104 in. deep.—Electrical 
buffs, cuts rabbets and grooves Merchandising, November, 1934. 


Description: Clamping arrangement 
makes it possible to change from on: 
attachment to another in few seconds 
attachments light, easily handled ; ma 


chine including attachments, too! 
steel cabinet to support it packed |: 
box 12 in. square, 38 in. long; equip 
ment includes high-grade hollow 
ground smooth-cutting circular saw 
full sized industrial-type check of 4 
ipacity 

Price $99.50 Electrical Merchandis 
ig, November 


Correction 


The retail price of the Electro-Freeze 


lce cream freezer manufactured b 
tro-Freeze 
Omaha, 


Mfg. Corp., 
Nebraska, 


been $12.75. 


1927 S. 20th St., 
was listed as $8.90 in 
the October Review of New Products. It 
should have 


Models: 100, 101, 
action attachment plugs. 
Description: Cube-taps 
contact in any outlet, 
out of ceilin, 
in wall outlets; blades 
principle of flexible 
Elec- 


ures, 
in various sizes. Te 
dising, November, 1934 


Attachment Plugs 


Allied Mercantile Co., Newark, N. J 


121 cube-tap, spring 


make perfect 
will not fall 
outlets or become loose 
incorporate 
spring-action ; 
plug always makes positive contact, 
eliminates possibility of current fail 
Available in Bakelite or rubber 
al Merchan- 


A Review of 


W estinghouse Roast 


Westinvhouse Electric 4 Mfg. ©. 
Mdse. ~~ Mansfield, O. 
Device: Electro peed roaster No.W 
Description: Roasts, fried chi 
bread, desserts, vegetables, soups 
be prepared ; heating element emt d 
in insulation at sides and bottom; «. 
cial plug terminals and plug arra: eq 
for high, and low heat; aluminum 
set 6 qt. liquid capacity, 3-piece a 
num cooking set for cooking 


plete meal at one time; alumi um 
insets easily removable for clear ng: 
115 volts, 800 watts high, 300 warts 
ow. 

Price: 


$12.95. Merchanlis- 
ing, November, 1934 


Boschord Cord 


osch Products Co., 
639 Mission St., San Francisco Calif 


This photograph illus- 
trates how Whiting has 
gone into mass production to 
meet the constantly increasing de- 
mands of this great new market. It is 

a typical the progressive 
assembly system used to produce Whiting 
Stokers in a similar manner to the methods 
that proved so successful in the automotive 
and other great industries. It shows hoppers 
for both domestic and commercial units 
passing from the furnace, which bakes on 
the beautiful and durable finish, to the final 
assembly line. 


shop view of 


Masterstat Control. 


ATIC 


HEAT 


NOW IN MASS 
PRODUCTION FOR 
THE GREAT NEW 

MASS MARKET 


Designed to open up a great unde- 
veloped market, the Whiting Stoker 
is succeeding in a most impressive 
manner. Automatic Heat is now 


priced for the average American home. The stoker is at last in 
mass production. 


Automatic oil and gas burners and earlier coal burners were 
largely limited to the class market. 
Dual Draft Burner, Five Speed Drive, Smol-e-Eliminator and 
Now automatic heat can be more economical 
than the hand fired furnace. . 


Then Whiting perfected the 


With the stoker industry having the biggest year of its history— 
and the Whiting Stoker sweeping away all previous price limita- 
tions—a rare opportunity exists for progressive dealers and dis- 


Your Next 


tributors of major electrical appliances who are seeking new 
markets. Such dealers are invited to investigate the Whiting 


Stoker and the new field it taps. Mail us the coupon below for all 


Great Market 


the facts. 


Mail This 


UNDERFEED STOKER 


|. DUAL DRAFT BURNER. 
2. “SMOKE-ELIMINATOR’. 
3. FIVE SPEED DRIVE. 
4. “MASTERSTAT CONTROL. 

MANUFACTURED & SOLD BY 
WHITING CORD. Hervey, tll. 


POWER STORERS PULVERI TERS FOURDRY LQuIP 
MENT SPECIALTIOS CHEMICAL EQUIPMENT 


SPECIAL 


Coupon 
At Once! 


NAME 


ADDRESS 


Whiting Corp., 
Chicago Suburb) Illinois. 


WHITING CORP., 
15651 Lathrop Ave., Harvey, Ill. 


We are dealers in 
Send at once all facts regarding Whiting Stokers. 


15651 Lathrop Avenue, Harvey (A 


Device: Appliance cord with additional 
appliance outlet, for wall installation 
Description: Provides 6 ft. No. 16 cord 
nded in within 
wall without use ols, reels 
ratchets, oprings, ete. ; frame into 
standard in. wall; >. of plate 4) 
x 6§ in.; center of plate to floor 48 in. 
by slight pull or release concealed cori 
itself to any 
length . A ft.; safe to handk 
controlled by owtieh located in wall- 
no power in cord or terminal when 
not in use; additional convenience out 
let — for “Flectrical that have 
cords attached.- ectrical Merchan- 
dising, November, 1934. 


W estinghouse 
Water Heater 


Westinghouse Electric 4 Mfg. Co., 
Mansfield, 

Device: 30 gal. water heater suitable for 
domestic use. 

Special Features: New type thermostat 
for adjustable automatic temperature 
contrat heremetically sealed Corox 

d hairpin element; provisions fo: 
a ition of another element for larger 
capacities; Morocco krinkle finish 

Price: $57.30.—Electrical Merchandis 
ing, November, 1934. 


Hamilton Beach 
Window Display 


Hamilton Beach Mfg. Co., 
Racine, Wis 
Device: Window display 28 in. h ‘ 
in. wide, 10 in. deep; shelf provi @ 
hold H.B. food mixer; mixer op 
erated with bowl 
free, prepaid, on request.—El 
November, 1934 


Merchandising, 
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Permutit Water Softener 


The Permutit Co., 
$30 W. 42nd St., New York City 

Device: Model P-5 portable faucet type 
water softener. 

Deseription: Gives softened water f 
bathing, shaving, shampooing, drink- 
ng, laundering, dishwashing, either 
hot or cold, from faucet to which it is 
affixed; rubber faucet adapter with 
external clamp makes firm connection 
which may be instantly removed; op 
erates on zeolite or base exchange 
princi ~y adds no chemicals to water, 
may periodically reconditioned or 
with common salt by 
manipulation of control valve in base ; 
made of chromium plated corrosion 
resistant materials 

Price $25.—Electrical Merchandising. 
November, 1934. 
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Serv-U-Fone Systems 
Automatic Electric Sales Co., 

1033 W. Van Buren 8t., Chicago, Ill. 

Device: Small telephone systems for 
factories and homes where expensive 
intercommunicating systems are not 
warranted. 

Description: 4 Serv-U-Fone systems to 
cover entire fleld of requirements; not 
intended to connect in any way with 
public telephone systems; telephones 
available in wall or desk types in sys- 
tems ranging in size from to 8 sta- 
tions; easy to install; dry cells fur- 
nish necessary power; no soldering 
connections necessary. — Electrical 
Merchandising, November, 1934. 
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Samson Tri-Matic 
Toaster 


Samson-United Corp., Rochester, N. Y. 
Device: 3-slice automatic toaster, con- 
vertible to 1-slice when desired. Cuts 
off current in empty toasting cham- 
bers, automatically saving current, 
eliminating burned toast due to excess 
heat; small lever governs toasting 
from light to dark; secondary warm- 
ing unit automatically turns on when 
toast is done, keeps it hot till wanted ; 
ac. or d.c. from 105 to 120 volts.— 
Electrical Merchandising, November, 


Sunbeam Toaster Set 


Chicago Flexible Shaft Co., 
Roosevelt Rd. 4 Central Ave., 
Chicago, Ill. 

Device: Toaster-and-tray combination. 
Desoription: Set consists of Sunbeam 
Flat Toaster which toasts 2 slices of 
ead at a time, 2 sandwiches, rolls, 
éic,, and a engraved 
£ ass Tra 
Prive: $5. $5. Electrical Merchandising, 


Products 


Guth Demonstration 


Bond 


Bond Electric Cor 
Jersey City, 
Device: Bond “Mile” “range flashlight 
Description: Made in 2 long, tubular 
fibre barrel sections, each a complete 
self contained unit; can be used as 5- 
or 10-cell searchlight ; large octagon, 
non-rolling focusing searchlight head 
holds brilliant reflector; specially de- 
signed tubular bulb marked 11.8 V 
must be used with 10-cells; 6.2 volt 
bulb for 5-cell light; controlled by 3- 


Outfit W estinghouse Grill way safety switch. 


Price; $4.75 Merchandising, 
ove 
Westinghouse Elect. 4 Mfg. Co., November, 193 
The Edwin F. Guth Co., Mdse. Div. Mansfield, 0. 
St. Louis, Mo. Device: “Menu-Master” rill. 
Device: Guth Super Illuminator demon- Description: Adjusts itself to any thick- 
stration outfit ness; broils, grills, fries, toasts sand- dart 
Description: Outfit includes 4 complete wiches ; elements completely enclosed ; 
18 in. indirect lighting units (300 or large double grill; detachable base : 
500 watts) in compact, easily access- 660 watts; chrome finish. Monogram 
ible arrangement for quick assembly cap available 
and demonstration; space for light Price: $9. SET ppeertons Merchandising, 
meter is provided; also 4 two-piece November, 193 


swivel stem sections, mogul medium 
base adapters, 15 ft. extension cord; 
light weight, gray-finished vulcanized 
fibre carrying case 114 in. deep, 193 
in. wide, 243 in. deep. 

Price; Complete except lamps to dealers 
and central stations, $20.—Electrical 
Merchandising, November, 1934. 


v 
Burgess Display 


Burgess Batter Co., 
Free Tu 


Universal Toaster Device: Piling’ station display card for 


Description: Burgess uni-cel vender is 


Landers, Frary ¢ Clark, built into display card; completely 

New Britain, Conn. equipped tester unit just above ven- 

Device: 2-slice, turn-over toaster. der; batteries are tested by testing 

Description: Chromium plated bread them on bracket, a real bulb in painted 

racks: black enamel to base and flashlight on display sends forth light 

ends, chromium sides.—Electrical Mer- when cell is in position.—Electrical 
chandising, November, 1934. Merchandising, November, 1934. 


Customers 


Bond products 


An audience of 40 million is responding mag- 
nificently to the weekly Bond broadcasts—the 
thrilling, educational “Treasure Adventures of 
Donald Ayer.” Thousands and thousands 
have already responded, called on dealers and 
bought the new Bond products. The program 
is a decided, smashing hit. Bond flashlights 


and batteries are moving fast. And this is only 


BOND ELECTRIC CORPORATION 


pone 


257 Cornelison Avenue, Jersey City, N. J. 


Branches and warehouses conveniently located. 
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BUYING WAVE STARTED 
ave walking NM... 


are walkin Out... BE 


A complete line of 
cases in every price 
class. Mono-cell 
Flashlight Batteries 
for long life, strong 
light. 


Name” Bond 


name contest. 


the beginning. Dealers who make themselves 
a link in this program, can expect immediate 
business with an increasing volume throughout 
the fall and winter. A lot of dealers have 
already profited handsomely. Others will do 
so. How about you? Use the coupon and get 
aboard now with the big opportunity immedi- 
ately ahead. Don’t delay another day longer. 


Bond Radio Broadcasting program. 


Tell us how to profit immediately by 
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Above eee No wld 


with patented berry beads to 
bulbs in set position. C7, 
burning independently 


around for burned out lamp! 


set well worthy of major promotion 


this Fall 
Below ... \, 


erproofed 7-light multiple set 
famous NOMA add-« 
attaching adc yal sets 
your sales, too!) 


keep 
Mazdas 
under 


ing Spring contacts 
tight colored 
set to STAND UP 
outdoor weather! 


e 


A WAFFLE IRON 


good _ waffles. 


must make 
According to 
specifications an appliance must 
do the job it was designed for. 
At ETL there is no lack of ap- 
plicants for the position of taster 
when the Appliance Department 
starts a practical cooking test on 
a wafile iron, or a per- 
colator. 


a range 


P.S. The testing engineer does 
not do the cooking. 


TROPICAL SUNLIGHT is sur- 
passed by a machine at ETL. 
An exposure of 100 hours to the 
machine's actinic rays has the 
same effect as two years exposure 
to tropical sunlight. It is used 
to test for discoloration due to 
sunlight. 


CONTROLLED WEATHER 
is a necessity in some forms of 
At the Laboratories the 
temperature and humidity is con- 
trolled to ascertain its effect on 
the electrical insulation of ap- 
pliane es. 


BLACK BOTTOM (not a dance 
but surfacing on a heating ap- 
pliance) in the case of a toaster 
found to elevate the 
temperature of the table imme- 
diately beneath by about 50° F. 
If appliances, 


testing. 


has been 


which under any 
attain to relatively 
temperature are provided 
with black bottoms, there is dan- 
ger of scorching table tops. 


40,000 WOMEN can’t be 
wrong. A involving in- 
terviews with that number, made 
by J. DAVID HAUSER ASSO. 
CIATES for Gimbel Brothers, 
Inc., revealed many interesting 
what makes sales. 
item, only 7% gave im- 
portance to qualities currently 
stressed in advertising, while 7% 
emphasized the desirability of 
learning about “VALUES IN 
LSI We are almost tempted 
to mention that a certification tag 
might answer that. 


conditions 
high 


survey 


snapshots of 
On one 


Electrical Testing 


New 
inside 7-light multiple burning set, 
hold 
é Mazdas, 
NO 


3005 Weath- 
with 
m extension for 
(That helps 
Through-wire rec 
cap sockets for straightline decorat- 
lights 


the 
fastest 


why the public de- 
sellin 


mands 


these high- 


quality American- 


CHRISTMAS 


MAZDA lamps are 


““ used in all NOMA 


products 


made lights . . .because 
they are better, and their 


patented features make 


LIGHTS 
and best 
ALL-AROUND 


them so completely differ- 
ent from “competition.” Be 
sure you have ample stocks of 
NOMA for that frenzied last- 
week rush - your wholesaler 


is ready to serve you promptly. 


Nona ELECTRIC CORPORATION 
524 Broadway, New York 


“A MILLION LAMPS” 


HE success of the certified lamp movement un- 

der the impetus of the drive of the Better 
Light-Better Sight Bureau is beyond the computa- 
tion of the usual prognosticators. As the first tests 
of the study lamp were made about June 15, there 
has not been time to collect figures as to sales but 
it is interesting to note that already 31 manufac- 
turers are making certified lamps and have pur- 
chased for use over 180,000 certificate tags. Chair- 
man Merrill Skinner of the Better Light-Better 
Sight Bureau is not afraid to think in terms of a 
sale of a million lamps. 


MR. KENNETH COLLINS, expert merchandiser, in a recent ad- 
dress said in effect that upon examining his own home equipment 
he found that there were some twenty electrical appliances. He 
was inclined to think that his home was not a prospect for any 
more. Upon further investigation, however, he found that the 
vacuum cleaner was noisy, though quieter cleaners are on the 
market. The flatiron lacked automatic control—so did the 
toaster. He, therefore, concluded that his home after all is a 
prospect for sales of electrical appliances as replacements. Isn't 
this an important cue for the replacement sale of electrical ap- 
pliances? And what better backing for this replacement selling 
than the Certification Tag indicating that the replacement appli- 
ance embodies qualities not present in the original one? 


Street and East End Avenue, New York 


Testing 


severe 


REFRIGERATION research goes 
merrily on. An electrically oper- 
ated compressor embodying no 
machinery or wearing parts and 
intended primarily for refriger- 
ation purposes, has recently been 
tested at ETL. 


STEEL WOOL to most people 
is just steel wool, but to the 
discriminating buyer of large 
quantities it is important to 
know uniformity of stranding 
and that the filaments are tough 
and not too brittle. ETL tests 
have shown a surprising varia- 
tion in this material. 


“TEXAS” TESTING. The 
growth of the testing movement is 
exemplified by the fact that the 
Texas Company finds it of advan- 
tage to advertise its product as 
tested. We commend them for 
their forward looking policy. 
They may take an even further 
step in time and advertise their 
product as certified by an impar- 
tial testing laboratory. 


PUBLIC SAFETY is affected by 
good street lighting. Mr. R. E 
Simpson at the recent IES Con- 
vention gave convincing data 
showing that on motor highways 
where lights have been cut out 
of service for motives of mis- 
taken economy, the traffic acci- 
dents during the hours of dark- 
ness have doubled. How much 
better to improve the efficiency 
of lighting as a true economy 
measure. Besides, why cut the 
present price of one dollar per 
person per year. Seems cheap 
at twice the price. 


CHEMICAL HEAT is produced 
by a warming pad tested recent- 
ly. Temperature measurements 
were taken over the period dur- 
ing which it was active. It ought 
to make a hit with football 
enthusiasts. 


Laboratories 
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Price Selling 
Robs the Salesman 


== CONTINUED FROM PAGE 9a, 


there is a two-bit movie with half t} 
seats empty. It clearly proves that : 
matter how times are, you can ma! 
money if you’re selling what the pub! 
wants. Chicagoans are not interested 

just ‘entertainment,’ they want ‘better e; 
tertainment,’ and they’re willing to pa 
for it.” 

The point Pete brings up may be 
bromide, but it’s the truth that is ey 
fresh—the American housewife is alwa 
searching for a better value rather tl 
a better price. You'll argue with me 
bringing up the countless price pron 
tions that have drawn huge patronage in 
many department stores and elsewhe: 
throughout the country. And I'll reply 
that certainly they attracted patronage 
because the housewife assumed she was 
getting a better value at a bargain price 
She relied on the prestige and good name 
of the dealer who offered it, and after the 
purchase, more often than not, found that 
he had prostituted his reputation to mak 
one, lousy, single sale. Well, she isn't 
getting caught that way again. She is 
avoiding such merchants in many cases, 
She certainly is avoiding any promotion 
that smacks of attempting to cheat her 
again. She is examining as she never did 
before. You can fool any wife once, but 
in doing so, you have injured her faith 
forever! Thereafter, she doubts! 

In this new era of F.H.A., when it is 
so easy to equip a home with living de- 
lights; in this period when, after bad ex- 
perience with money investments, the 
public is showing such amazing interest 
in the commodity investment and _ the 
ownership of goods; at this time when the 
slings and arrows of outrageous fortune 
have made all members of the average 
family appreciate the delights of home- 
life; it behooves us appliance salesmen to 
remember that we are making a customer 
and not merely a sale. When a customer 
walks in and is correctly sold, she comes 
back because she wants so many other 
things. Thus, we benefit from the habit 
of her continued purchase. But fool her 
or make her doubt, and there are other 
stores to which she will take her business. 

From another important angle, cheap 
selling wounds success. It is a basic trait 
of behaviorism to discuss the best we own 
and to hide the cheapness of things we 
possess. A better value (in terms of dis- 
tinctive style, features, and use) stimu 
lates word-of-mouth pride to one’s friends 
But a bargain price shuts up the flow ot 
favorable owner comment. A woman 
never tells her friends of a cheap dress 
bought in a bargain basement off a table 
or rack of messy merchandise that has 
been pawed over by the mob. She may 
buy such a dress—but she keeps her mouth 
shut about it. But she does wax vocif- 
erous in praise of the Lanvin model 
bought in the exclusive little shop where 
she has received private attention. Re- 
member that: Sell a woman in a way that 
will ‘make her feel she has something 
better, and from the prideful comment to 
her friends, there will return to you other 
customers—because women are imitators 
and enviously covet the better thing which 
those in their set possess. 

Price selling is the greater cheater, all 
right. It injures the chance of a sale turn- 
ing into a habit of continued customer 
purchase and it stops word-of-mouth pro- 
motion which, of all things, enlarges the 
opportunity to sell most. 

Why this price harangue? Simply be- 
cause I have reports before me of recent 
shopping investigations in 500 appliance 
dealers’ stores where 86 per cent of the 
salesmen interviewed started in to sell 
from the bottom of the line, without eve! 
asking what model or price the prospect 
was interested in. And, when the inte! 
viewer showed interest in another and 
name, a larger model or higher price, 
darned if 46 per cent of the salesen 
didn’t attempt to divert the prospect - !n 
terest back to the bottom of the in 
Price! Price! Price! Concessions, ur ‘u! 
easy payments, ridiculous trade-in 
—these are the common things in 
appliance selling today. When ar 
salesmen going to learn what the 
wants, and how they want to buy ’ 
ditions cannot get better for you, 
dealer, or the manufacturer whose 
ucts you sell—until you unshackle 
self from all these former alleg 
with cheapness and begin to sell up! 
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If you are working for a dealer who 
persists in being cheap, leave him! Such 
. dealer will damage your chance to im- 
prove yourself and to earn more. He will 
jorce you into continued wrong selling 
practices which will keep you down to a 
plain bread and butter diet when you 
might enjoy caviar and champagne. Such 
. dealer gives you no other opportunity 
than to ruin yourself. Try to change his 
viewpoint, his policies and the atmosphere 
of his store. Get away from cheapness or 
get out. One of the best things which 
many salesmen can do for themselves is 
to quit their present job. More men have 
been ruined by remaining on a cheap job 
than ever failed by quitting. 

And the same thing holds true of the 
manufacturer you represent. Quit pushing 
his products, if they are being merchan- 
dised under the impetus of a cheap price. 
There are many such companies who, 
lacking the brilliance to engineer some 
vital distinction, better performance, 
greater economy of operation, or new 
style standard into their products, fall 
back on the lazy-minded practice of price 
advantage. They demoralize the indus- 
tries in which they operate. They squeeze 
dealer margins down to an impossible dis- 
count. They are unaware or unfriendly 
to proper markup to defray promotion 
help or resale commissions. It takes two 


salesmen to sell what one factory worker 
can produce. The effort and burden of 
manufacturing the sale deserves twice the 
reward of the cost of manufacturing. Yet 
there are many old fossils among manu- 
facturers, who grew to success in a day 
when goods were bought and not sold, 
who are unwilling to tack on the selling 
margins needed for the dealer or sales- 
man. Avoid these has-beens among the 
manufacturers. 

Well, there you are again! This ap- 
pliance industry is set to go places such 
as it never has before. The economics re- 
volving in the radio, washing machine, 
vacuum cleaner, small appliance and re- 
frigerator markets are such as to give 
evidence of a greater sales opportunity 
than you have ever experienced. But it 
will never be stimulated on the basis of 
price. We've got to get cheapness out of 
the picture. The lunatic fringe of manu- 
facturers and dealers who still cling to 
price emphasis can only be weeded out 
by the refusal of right-minded retail sales- 
men to have anything to do with them. 
We are the control in this new order of 
things! Let’s sell better values. Let’s sell 
net profits. Let’s avoid cheap price con- 
cessions, in all their forms, as if they were 
the bubonic plague—and they are, for 
bubonic plague in business, as in the 
human form, comes from rats! 


‘‘and Now, 
Mrs. Brown, 


your old range is 
.... better than it 
ever was!”’ 


; Mrs. Brown may not be a good prospect for a new range, but 
she is a splendid prospect for 


CHROMALOX 


SUPER-SPEED RANGE UNITS 


the enclosed type replacement units that give service without 
servicing, that fit any range, that stay sold when once in- 
stalled. Dealers everywhere are cashing in on quick and 
easy sales with these units and, at the same time, building the 
goodwill that means more sales in their territories. 


HOUSEWIVES by the hundreds tell us they like the 
neat sturdy appearance of Chromalox, that 
its smooth, flat top is as easy to clean as a pot 
or a pan, that they feel safer because there are 
no exposed wires, and above all, they say 
Chromalox is as fast as anything they have ever 
cooked upon. 


DEALERS say that its immediate acceptance 
makes Chromalox easy to sell, that it stays sold 
because of its trouble-free operation, and that 
inventory costs are cut because Chromalox Super- 
Speed “top burners” can be adapted to any make 
of range, old or new. 


POWER COMPANIES appreciate that customer sat- 
isfaction is a price factor in public relations 
and the Chromalox Super-Speed unit means sat- 
isfied range owners who are boosters for electric 
cookery, that fast, convenient electric cooking 
service means.more revenue, and that the long 
life of Chromalox units greatly lowers servic- 
ing costs. 


THE REAL REASON— as we see it, is that the 
built-in quality and long life of Chromalox Super- 
Speed Range Units is not an accident but the 
result of twenty years of pioneering experience 
in the design and eaadingune of refractory 
insulated heating units by the largest manufac- 
turer of electric heating units in the world. 
Mail the coupon today for complete information 
about Chromalox Super-Speed Range Units. No 
obligation, of course. 


EDWIN L. WIEGAND COMPANY 


Exclusive Manufacturers of Chromalox Heating Units 


7525 Thomas Boulevard, Pittsburgh, Pennsylvania 


MAIL THIS COUPON with your business letterhead 


By TEST ... Paster, More Efficient and Longer Lived 
than any Range Units of Equal Rating! 


EDWIN L. WIEGAND CO. 
Manufacturers of Chromalox Heating Units 
7525 Thomas Blvd., Pittsburgh, Pa. 


Without obligation, send us complete data about 
Chromalox Super-Speed Replacement Range Units 
and how we can make money selling them. There 
are approx. ...... elec. ranges in the territory 
we serve. Check which ( ) We sell elec. ranges 
( ) We do not sell elec. ranges. ( ) Send us 
catalogs about Chromalox-equipped electric ranges. 


Culinatre 


ZY A FAST MOVING 
CHRISTMAS ITEM 
~ BECAUSE IT Is 


New and Different 


Hundreds of people will solve their 
Christmas problem this year with 
Royal Culinaire, an entirely new idea 
in kitchen mixers. It is a Gift that 
will make women happy and make 
money for Royal Dealers. 


Something new and different is always 
wanted as a Christmas Gift. Royal 
Culinaire IS different, not only in ap- 
pearance but also in performance. It 


° is not just another mixer. Royal 


Culinaire is the Ideal Christmas Gift. 


ROYAL Culinaire answers the 
“What to Give” proble m 


Merchants in your community will cash in on Culinaire sales this season. 
Why not be one of them? 


1935 MODELS AVAILABLE 
NOW 


Royal Cleaners are one of the finest gifts that can be 
given. They have been famous for their quality and 
efficiency for nearly a quarter of a century. Made in 
both revolving brush and sweep action brush styles. 
There is a cleaner in every price class, from $24.50 to 
$59.50. Beautiful color combinations make these new 
Royals more appealing than ever. 


ROYAL Super Grand 


The Cleaner that has everything. Special 
Features include: Headlight—Two Speed 
Motor—Wheels with Compo Bearings. 


The new Royalette Hand type Cleaner, 
with its bright finish and attractive colors, 
is already proving to be extremely popu- 
lar for the Holiday Season 


Special Merchandising Plans include National 
advertising in Good Housekeeping and Ladies’ 
Home Journal during November and December, 
and Saturday Evening Post in December. 


ROYALETTE— 
Hand Cleaner 


Includes Sprayer for Demothing and 
Blower Tool. 


GEIER Company 


540 East 105th Street, Cleveland, Ohio 
CONTINENTAL ELECTRIC COMPANY, Ltd., Toronto, Canada 


The Royal Distributor in your territory is ready 
to give you the complete story. Why not ar- 
range to hear the details of the Sales Plan on 
this money-making Royal Line? 
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The Story 


sServ-U-Fones 


Let PROCTOR 


help you sell more 
this CHRISTMAS 


Proctor Toaster Buffet Sets .. . Thermostatic 
Toasters... Automatic Wafflers... and the 
wonderful new Proctor Magic Stand Iron 
are outstanding gift merchandise. 
Order now for Christmas and share in a 
unique plan of direct mail selling that will 
1. Feature your store as Gift Headquarters 
2. Bring more people into your store to buy 


3. Help you sell more Proctor appliances 
4. Sell other Christm handise, too 


Ask your jobber to show you Proctor appli- 
ances ... you'll see why your customers 
will choose them for gifts. Ask him to ex- 
plain the Proctor Plan that will help you 
sell more of everything this Christmas. You'll 
want to have a part in this plan and the 
profits... but the time is short, so act now. 


Or write today direct to . 


> 
PR 


Seventh Street and Tabor Road + Philadelphia, Pennsylvania 


0 


The makers of Serv-U-f ones—the new private 
telephone systems for o‘fices and homes—have 
manufactured telephone equipment for 43 years. 
During this period they have played an important 
role in the world-wide development of communi- 
cations. Their outstanding achievement has been 
the pioneering and development of automatic 
telephone equipment. The conversion of the 
thousands of telephone systems to automatic 
working is a tribute to this company’s engineer- 
ing and manufacturing staffs. 


Serv-U-Fones are the outgrowth of the supple- 
mentary activities of this telephone organization. 
In supplying Strowger P-A-X (Private Automatic 
Telephone Exchanges for business establishments, 
estates, etc.) many requests were received for 
telephone systems less elaborate and less ex- 
pensive than Strowger P-A-X. In marketing Real 
Phones (small size telephones for light utility serv- 
ice sold by dealers everywhere) many people 
asked for telephone systems in the Real Phone 
price range but of more substantial construction. 
Serv-U-Fones are the result of these requests. 


From a commercial standpoint, Serv-U-Fones 
represent a distinct advance in telephone man- 
ufacture. Simplified components and low-cost 
materials are utilized in their construction to an 
extent that their retail prices are well within the 
financial reach of the mass market. Today, the 
average man must run innumerable errands from 
room to room in his home and at his work. To- 
morrow, because of Serv-U-Fones, he will use his 
own private telephone system. 


Alert dealers will appreciate that Serv-U-Fones 
offer unlimited opportunities for profitable ex- 
ploitation. They are available in systems of two 
to eight stations for every requirement of the 
small office, factory, store or residence. Choice 
of handset type, wall or desk instruments. Ordi- 
nary dry cells furnish the necessary power for 
talking and signaling. Installation is simple and 
inexpensive. Prices for complete systems (ex- 


_clusive of wiring) begin at $10.00. Wholesaler’s 


confidential trade sheet now available. Write 
or wire for details. 


AMERICAN AUTOMATIC ELECTRIC SALES COMPANY 
1033 WEST VAN BUREN STREET 


CHICAGO 


The Price Lure 
Has Failed 


aaaCONTINUED FROM PAGE ‘tam 


sales. Judging major appliances by oth 
departments they have wanted 100 p: 
cent return on their advertising the nex 
day. 

“Now the department store must pay t: 
build a major appliance business. It musi 
be pushed on a campaign basis. Over ; 
period of time the department store ca: 
become known for a certain line of good 
and win better patronage for this iten 
than anyone else. But I repeat it mus: 
be built up and not expected overnight. 

“By and large department stores hav: 
only been competitive on price. If my 
observations and experience count fo; 
anything, I think the department store 
should do these things: 

1. Get washers that are different, dis 
tinctive and priced at a level that wil! 
permit a profit. Quit jumping all over th: 
lot on lines. 

2. In advertising, display and selling, bx 
distinctive rather than competitive. 

3. In the matter of price be competitive 
—by that I mean have at least one item 
that is in line with anything else offered. 

4. Maintain the major appliance de- 
partment on an entirely separate basis 
from the house furnishing department. 
Pots and pan selling take an entirely dif 
ferent kind of psychology and set-up than 
specialty selling. 

“To the washing machine manufa 
turer who will pay attention to the hand 
writing on the wall, and to the depart 
ment store head who will line up his 
major appliance department properly, 
there is a profitable alliance ahead in the 
washer business. It is true that the days 
are over such as existed 15 years ago 
when you had to prove to a woman that 
a machine would wash. It is true that 
people will buy on price but not entirely. 
The washing machine has reached the 
stage where it is not of the pioneering 
class and and on a mass distribution basis, 
but the failure of the mad whirl of price 
cutting in the last few years is no cri- 
terion that it is washed up in department 
stores. It still remains a specialty selling 
job with the advantage that the tough 
spots are licked. One must never forget 
that the ability of the washing machine 
to save money for the family, to permit its 
members to enjoy more clean clothes than 
they otherwise could—this ability gives 
it a fundamental appeal that is timely 
today. The job is to discover how to 
capitalize upon this economic advantage 
and not dissipate it.” 


Herman Price Sees Change 
Necessary 


“There are a lot of things I did when I 
was in a department store that I would 
not repeat today,” Herman C. Price to- 
day with Sears, Roebuck & Company de- 
clared. 

“Low price, which we capitalized upon 
is no longer a thrill to the public. It is 
my belief that the department store will 
ultimately drop washing machines unless 
some radical changes are made, as fol- 
lows: 

1. Redesign washing machines, provide 
new features. 

2. Cut down the number of models and 
distinguish more distinctly between price 
levels. 

3. Eliminate costly methods of selling. 

“Manufacturers today are trying to de- 
sign a price machine for which there is 
no longer a profitable market. After the 
department stores tapped the reservoir of 
specialty sold customers with price ap- 
peal, the furniture houses followed. And 
unfortunately the furniture stores went 
into the washer business on a borax basis, 
with the result that quality was steadily 
reduced. There has been too much of a 
race to see who could get the lowest 
price. 


Profitless Selling Stops Machinery 


“When you sell price without profit to 
the dealer it is like cutting off the gaso- 
line in your automobile—soon the ma- 
chinery slows down and stops altogether. 
I feel manufacturers have been wrong in 
watching ‘mail order’ prices. Even if 
mail order firms sold 30 per cent of the 
business, there remains 70 per cent of 
the market. 

“Now as to comment-on what I mean 
by eliminating costly methods of selling. 
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i ‘-el that the future will see the store 
opting a change of policy toward its 
m jor appliances. It is not a buyer prob- 
Ie I feel that the department store 
w | make up its mind to become known 
jn 4 community as a retailer of a certain 
-antageous line of washing machines. 


flexibility for unlimited display and new 
lighting effects and Science of Seeing 
tie-ins are essential parts of the new 
series. 

Upwards of 20,000 subscriptions to the 
cisplay service are anticipated by Mr. 
Townsend. 


|; will feature that line and not a dozen 
brinds. It will pursue a_ consistent 
» thod of presenting this line to the pub- 
so as to become identified in the com- 
nity as its sponsor. I say this realizing 
t the average department store today 
‘sn’t know how to build a steady busi- 
ss in major appliances. 
‘A washing machine manufacturer in 
urn for this department store promo- 
n will probably protect the store on its 
e/oss profits, on its net profits and on its 
inventory. The price to the department 
store on washers will probably be the 
same on one machine, five machines or 
e carloads. With the margin or profit 
sured, a specialty group of men can be 
trained to work both inside and outside 
of the department store. 


cAION BLADES 


NOTE THE DOUBLE 


JOBBERS! DEALERS! MANUFACTURERS! 


HERE is the most outstanding t in Attachment Plug Caps in all electrical history. 
Because of its absolute safety and greater efficiency, the patented Spring-Action Plug will 
eventually replace all ordinary plugs. This plug will not fall out of ceiling outlets or work 
loose in wall outlets. It will even function in worn outlets. No other plug is like it. It is setting 
a n& standard... creating new sales opportunity. 


impro 


The Spring-Action Plug may be had in a variety of sizes in either bakelite or rubber. A cube- 
tap with Spring-Action Blades is also available. For free samples, prices and descriptive 
information, fill in coupon and mail it to us today. Approved by Underwriter’s Laboratories 
ATTENTION MANUFACTURERS: Use of the Spring-Action Plug completely eliminates service calls and returned 


Forecasts a Tie-up 


“These specialty men will enjoy the ad- 
vantage of distinctive merchandise at dis- 
tinctive price levels, floor traffic, depart- 
ment store prestige, service, and collec- 
tion facilities. Everybody in line will 
make a pro‘it. 

“Eliminating costly methods of selling 
is a merchandising job and I am frank to 
say that it will be a difficult one. It will 
take top authority from the store, and 
possibly organization of a group of stores 
to bring it about, and the manufacturer 
will have to cut down his channels of 
distribution to a point where those who 
represent him will be assured a satis- 
factory profit. 

“Washing machine makers and sellers 
face no mystery. The tools to solve the 
difficulty are known. Lack of realization 
f the situation is its worst handicap. 
Even major appliance executives are not 
ware of the creeping paralysis that has 
wertaken their washer business. They 
lump the sales of the entire department 
:nd say, ‘Oh well, we turned in a pretty 
good volume’ forgetting that refrigera 
tors and other items will be next. An 
operation has to be performed—both by 
the manufacturer and the department 
store—and the sooner it is done, the 
brighter the health of the major appli- 
ance department will be in the future.” 


merchandise resulting from foilure of the 
plug to make contact 


ATTACHMENT PLUG CAPS 


Allied Mercantile Co., 11-15 Eost Runyon St., Newark, N. J. 
You may send free samples. No obligation. 
Nome 
Firm Name 
St. City 
State Jobber 


Deoler Manufacturer 


My Jobber is 


BILLIONS OF DOLLARS 


Los Angeles Junior 
Council Expands 


O successful has been the career of 

the Junior Cookery Council of Los 
Angeles that the group has decided to 
change its name and expand its activities. 
At a meeting attended by 85 representa- 
tives of different branches of the indus- 
try it was decided to include all major 
elecrical appliances in the scope of its 
operations, including the promotion of 
refrigerators, water heaters and space 
heaters, as well as electric ranges. The 
purpose of the new organization will be 
to unite manufacturers distributors, deal- 
ers, salesmen, installers, material supply 
people, utilities and demonstrators of 
electric appliances into a selling group 
which will function effectively during co- 
operative campaigns. The “Electric 
Ranger,” a publication issued by the 
Bureau of Power and Light for the mem- 
bers of the Junior Cookery Council, will 
enlarge its scope and change its name to 
fit the new conditions. New headquar- 
ters have also been secured at 120 E. 4th 
St., Los Angeles, where facilities for 
electric cooking and demonstrating and 
for schools open to the public will be 
provided. The first activity of the new 
group will be centered on water heater 
sales under the new 1 cent rate of the 
Los Angeles Bureau of Power & Light. 


Farmers Are Ready to 
BUY POWER WASHERS 


Increased crop income and AAA funds from Uncle 
Sam have made the farmer a buyer again. 


—are you urging him to buy a Power Washer? Re- 
member, 86% of American farms have no electricity. 
Why not a Power Washer as a Christmas present for 
Mrs. Farmer? 

Is there a “WIRELESS POWER” poster in your window ? 
We supply them free. Are you displaying your Power 
Washers in window and floor 
space ? 


Send for this x25, 
The farmer can and will buy — if FREE BOOKLET jy enw 
you urge him. Our “Wireless 
Power” advertising in national farm your store 
papers is sending business your 


customers toward your store and 
lists the Power Washers that have 
“Wireless Power."’ Use the cou- 


pon 
way. INVITE IT IN! iter 
GE °35 Lamp Y 
Displays Ready BRIG GS TRATTON 
HE Incandescent Lamp Department poor 
of the General Electric Company, H 


Nela Park, Cleveland, has announced its = 
display advertising for 1935, according : 
to N. W. Townsend, director of display Gasolin otors 
advertising. 

A so-called “Flexilight” base, permits 
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line in small black face type). Fract 
played ads 


(An advertising inch is measured 
There are 4 columns- 


URDIGPL ATED RATE: $1.00 per line per insertion. 


SERVICES 
AND 


SORIES 


Minimum charge $4.00. 


(First 
ions of a line count as a line. 


Discount of 


10% if full payment is made in advance for 4 consecutive insertions of undis- 


DISPLAY ED RATE: $12.00 per inch per insertion. 


vertically on one column. 


60 inches to a page). 


BAGS 

Vacuum Cleaner Dust Bags 
We manufacture the best Dust-Proof Bag for 
the lowest price in quantities. Universal Sales 


Syndicate Inc. 118 North Warren Street, 
Trenton, N. J 
NEW ADS 
New advertisements for 
Electrical Merchandising 
k office by 


ur 
publication 


ARMATURE 


#REWINDING 


5 Write for prices and catalog 
q We Stock Vacuum Cleaner Parts 
q WILLMAN ELECTRIC 
4 2554 Sturtevant, Detroit, Michigan 


Send for 64- 


SCULLY-JONES & CO., 1905 


Page Catalog 


illustrating 600 Washing Machine Parts ' 


WRITE OR WIRE US— NOW! 


S. Rockwell St., CHICAGO, ILL. 


Sell Faster—GOODRICH ROLLS—Cost No More 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


manufacturer of small electrical appliances 
wanting a Chicago representative—10 Re 
plies received 
manufacturer of wringer rolle seeking na- 
tional distribution—14 Replies received 

—proprietor of an electrical store who wants 
& partner—S Replies received 

—advertiser offering representation in South- 
west territory on electrical appliances—6 
Replies received 


“SEARCHLIGHT” ads can serv 


Typical “SEARCHLIGHT” Ads—and Results 


—manufacturer of washers wanting representa- 
tion in a number of territories—6 Replies 
received 

—advertiser offering representation in Cleve- 
land on washers, sweepers and refrigerators 
—6 Replies received 

—advertiser wanting to purchase an electric 
appliance store and repair shop in middle 
west—4 Replies received 


e you to equally good purpose 


brush probl 
for you ! ! 


regulators, cash registers, 
ment, etc. 


tions of these stock sizes to 
in the fractional horse pow 


paper or grinding wheel. 


12506 BEREA ROAD 


Cleveland, Ohio. 
Gentlemen: — 


Please send me complete details about 


Name 
Address 
City 


Universal Service Kit No. 


Contains 19 sizes of brushes—five sizes of springs and 
four sizes of oil wicks which will fit 131 makes of appli- 
ances such as vacuum cleaners, washing machines, ironers, 
pumps, fans, food and drink mixers, office appliances, heat 


drills, buffers, barber equip- 


New! Different! Up To Date! 


This kit is truly universal in its application because of 
the standardization of brush lengths to one inch. To fit all 
nationally known equipment, it will be necessary in some 
cases to shorten a brush slightly but the width and thick- 
ness will not have to be changed. 


You can readily ascertain by observation which spring 
or oil wick is to be used as well as figure out further varia- 


fit practically any application 
er field. If necessary, widths 


and thicknesses may be altered by judicious use of sand- 


Supplies Motor Brush Replacements to fit 
practically every Known Make of Appliance 


THE OHIO CARBON COMPANY 


CLEVELAND, OHIO 


ORDER FROM YOUR JOBBER OR MAIL COUPON! 


The Ohio Carbon Co., 12506 Berea Road, 


your Universal Service Kit No. 3, including 


list of nationally known makes of appliances which can be fitted. 


State 


SEARCHLIGHT 
SECTION 


‘‘OPPORTUNITIES”’ 


SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


UNDISPLAYED RATE—Per word. 
Positions Wanted (salaried employ- 
ment only) 10 cents a word, minimum 
charge $2.00 an insertion, payable in 
advance. (See 1 on box numbers.) 


Just remind them 
THEY BUY THES: 


Positions Vacant and all other classifi- 
cations (including Agents, Salesmen, 
Distributors, Representatives advertis- 
ing), 15 cents a word, minimum charge 
$3.00 an insertion. (See 1 on box num- =/ 
bers.) 


Discount of 10% if full payment is 
made in advance for 4 consecutive in- 
sertions of undisplayed advertisements. 
DISPLAYED RATE—Per inch. 

1 inch $38.00 

2 or 3 inches 7.80 per inch 

4to 7 inches 7.60 per inch 


General Electric 
heater cords, 
triple taps, fuse 
plugs — customers continually neg- 


lect to think of them. 


can use any one or all of these items. 


Rates for larger spaces on request. An Right now 


advertising inch is measured vertically 
on one column. There are 4 columns 


—60 inches to a page. hundreds of 


Box Numbers—Care of Electrical Mer- 
chandising’s New York, Chicago or 
San Francisco offices count as 10 words 
additional in undisplayed ads. Replies 
forwarded without charge. 


housewives in 


your community 


SALESMEN WANTED 


Electric Water Heater Salesmen 
Nationally known manufacturer desires ef- 
fective sales representation for electric auto- 
matic storage water heaters. Applicants must 
have following with central stations and dis- 
tributors. State complete qualifications and 
references. SW-538, Electrical Merchandising, 
520 North Michigan Avenue, Chicago, Ill. 


This is attractive, self-selling mer- 
chandise. No 


sales effort is re- 


SALESMAN AVAILABLE 


quired—it moves 
YOUNG SALESMAN — Excellent experience. 
proven ability, seeks new connection with future 
in electrical appliance field. S.A. 539, Electrical 
Merchandising, 330 West 42d Street, New York 
City. 


right off the counter. Your customers 


LEGAL NOTICE know that the G-E Monogram on each 


STATEMENT OF THE OWNERSHIP, MANAGEMENT, jn . d 
CIRCULATION, ETC., REQUIRED BY THE piece isa ple ge 
ACT OF MARCH 3, 1933 
Of Electrical Merchandisi blished monthly at 
New York, N. Y., for Oct. 1, 1934. 
State of New York 5 
County of New York 


Before me, a Notary Public in ont State and 
county aforesaid, personally appeared Putnam, 
who, having been duly sworn according : 2 eposes 
and says that he is the Secretary of the McGraw-Hill 
Publishing Company, Inc., publishers of Electrical Mer- 
chandising, and that the following is, to the best of his 
knowledge and belief, a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., 
of the aforesaid publication for the date shown in the 
above caption, required by the Act of March 3, 1933, 
embodied in section 537, Postal Laws and Regulations, 
printed on the reverse of this form, to wit 

1. That the names and addresses of the publisher, 
editor, managing editor, and business managers are: 
Publisher, McGraw-Hill Compare, Inc., 330 
West 42d Street, N. Editor L E Mofatt, 
330 West 42d Street, N. Y. % Meneging ao Non 
Business Manager, M. E. Herring, 330 est 42d 
Street, N. Y. C. 

2. That the owner is: (If owned by a corporation, its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 
stock If not owned by a corporation, the names and 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of each 
individual member, must be given.) 
lishing Company, Ine., 330 West 42d 8 Y 
Stockholders of which are: James H McGraw. 33 U) west 
424 &., N. Y. James H. MeGraw, &Jr., 330 
West 424 St. N. YC. James H. McGraw, James H. 

and Maleolm Muir. 339 West 42d 8t., 
cGraw, James 


of dependability 


and value, 


Before you complete each sale, re- 
mind your customer that she needs 
heater cords, triple taps and fuse 
plugs and watch how extra profits 
pile up. 

If you are not already making addi- 


McGraw. ‘Ir, Donald C. tional profits from this General Elec- 


Britton, 330 est N = Mason 
330 W ob 320 West . 
4 wg tric line of fast-moving items, fill in 
ve., Chicago, Ti J. Malcolm Muir and Guaranty 

of ‘ork, Trustees for Lida Kelly Muir, 
524 Fifth Ave.. N.Y 8. Weatherby, 271 Clinton 


4, Brookline. Mass Midwood Corporation, Madison, 
N J. Stockholders of which are: Edwin S. Wilsey, 
Madison, N. J. Elsa M. Wilsey, Madison, N. J 

3. That the known bondholders, mortgagees, and other 
security holders owning or holding 1 per cent or more 
total amount of bonds, mortgages, or other securities 
are: (If there are oo so state.) None. 

4. That the two paragraphs next above, giving the 
names of the owners, stockholders, and security holders, 
if any. contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name of 


the coupon below and send it in so 
that you may get your share of this 


profitable business. 


ing. ts given; also that the said two paragraphs contain 
statements embracing afflant’s full knowledge and belief 
as to the circumstances and conditions under which stock- 
holders and security holders who do not appear unon the 
heoks of the company as trustees. hold stock and 
securities In a eanacity other than that of a bona fide 
owner; and this aflant has no reason to helleve that any 
other person, association. or corporation has any interest 
direct or indirect in the said stock, bonds, or other 
securities than as so stated by him 

That the average number of copies of each issue 
of this publication sold or distributed. through the mails 
or otherwise, to paid subessenens during the months pre- 
ceding the date shown —_ information is 
required from dafly publications only 


B. R. Secretary. 
McGRAW-HILL PUBLISHING COMPANY, INC 
rn to and subscribed before me this 28th day of 


1934. 
[amar] B. BEIRNE, 
Nota Public, Nassau x No. 66, N.Y. 
Ctk’s No. 118 Reg. No. 6-B-7 


(My commission expires March 30, 1936) 


GENERAL ELECTRIC 
WIRING DEVICES 
MERCHANDISE DEPARTMENT 


GENERAL ELECTRIC COMPANY 
BRIDGEPORT CONNECTICUT 


General Electric Company, 
Section D-3411, Merchandise Department, 
Bridgeport, Conn. 

Please send complete information on 
your wiring devices for over-the-counter 


DISTRIBUTORS WANTED 
MORRILL ELECTRIC VACUUM CLEANER 


Enclosed filter type. High Vacuum. 
Four models. Many outstanding sell- 
ing points 


Write for proposition 


MORRILL & MORRILL 
30 Chureh St.. New York, N. Y. 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42d STREET, NEW YORK, N. Y. 


8. C. James H. McGraw, Chairman of the Board; Malcolm Muir, 


Philadelphia; Cleveland; Detroit; 8t. Louls; Greenville, 


Branch Offices: 520 North Michigan Ave. 


Chicago; 883 Mission St., 
San Francisco; Aldwych House, Aldwych, London, W.C. 2; Washington; 
President; James H. McGraw, Jr., Vice-President and Treasurer; Howard Ehriich, Vice-President; B. R. Putnam, Secretary. 
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ERE’S how the Hotpoint Refrigerator 
H Savings Bank Plan works. Tell Mrs. 
Refrigerator Prospect that you are giving 
her this attractive and valuable bank to help 
her record the savings she will make with 
a Hotpoint refrigerator—savings she can 
use to make her monthly payments on the 
refrigerator. She simply deposits a quarter 
each day. This will fill the bank every thirty- 
one days and ties in perfectly with terms of 
$7 down and $7 a month. The plan drama- 
tizes to Mrs. Prospect how the Hotpoint 
refrigerator pays its own way in her kitchen 
through savings on food costs and other 
household expenses. Advertised in this man- 
ner or used as a “closer” it has successfully 


demonstrated great effectiveness. It clicks! 


The Hotpoint Savings Bank Sales Plan— 
plus a beautifully styled new line of popular- 
priced refrigerators equipped with all 
modern appointments—plus public accept- 
ance of the Hotpoint name—are reasons 
why Hotpoint dealers’ sales are running 
490% ahead of last year. Write or wire for 
franchise details! Address Hotpoint Refrig- 
erator Division, Specialty Appliance Sales 
Dept., Sec. EM11, Nela Park, Cleveland, O. 


to Hotpoint 
Refrigerator 


SAVINGS BANK 


@ Handsome in appearance, the Hotpoint Automatic Register Savings Bank 
is constructed of durable steel and covered with a fine grade of fabricoid 
leather in Hotpoint red. The famous “Hotpoint” trade-mark and a reproduc- 
tion of the beautiful new Hotpoint refrigerator are displayed on the face 
of the bank. Has modernistic base of ebony bakelite. Takes any coin up to 
25c, but registers only quarters. When deposits total $7.75, the next quarter 
inserted drops the numerals back to $0.00. A key accompanies the bank and 
deposits may be removed by the dealer who retains the key, or by the customer. 


Hotpoint refrigerator dealers close many a sale with the aid of the unique 
Hotpoint Savings Bank. Easily worth a dollar over the counter, it costs the 
dealer only 10c. Under the plan, one is given free to each refrigerator buyer. 
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Things have been happening. For a 

couple of months now, we have been 
burning the midnight oil working out the 1935 
Plans for Kelvinator Representatives. And if 
you gentlemen, who have made such remark- 
able selling records with Kelvinator during the 
past four years, think 1934 was a record-breaker, 
WAIT until you see and hear what Kelvinator 
has on the fire for 1935 


Advertising Plans! Merchandising Plans! Sales 


You ONLY KNEW 


Promotion Plans! Product Plans! PLANS that 
will make 1935 productive, profitable—the big- 


gest year you have ever had! 


When you know—and it won’t be long now 
—what we know, we believe you are going 
to realize more than ever that Kelvinator is 


a name to TIE TO! 


KELVINATOR CORPORATION, 14250 Plymouth 
Road, Detroit, Michigan. Factories also in yar 
London, Ontario, and London, England. Soe 


ELECTRICAL MERCHANDISING—NOVEMBER, 


a 
e 
TEMPERATURE CONTRO 
SINCE 1914 
Conditioning 
Household Refrigeration 
Truck Refrigeration Te, 
foreveryelectricrefriger 
ation need of | 


